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DAREX “BRAND 
is a selling Tool 


\X HEN the insole is plainly branded DAREX, part of your selling job is 
lightened. For 18 years the DAREX trademark has come to stand for known 
qualities. With DAREX branded on the insole, there is no doubt about its 


‘stamina, no question about its soft, firm foot comfort. 


‘Over the years the DAREX name has been impressed upon the minds of 
shoemen everywhere. To them the DAREX trademark is the sign of an ac- 


cepted standard of performance . . . of customer satisfaction. 


Let the DAREX TRADEMARK | snake your shocs easion to sell 
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Tanarite Quality ... 


Constancy of Color . . . Superb Finish . . . represent 





unmistakable points of pre-eminence . . . today 


as in the past . . . tomorrow as certainly as today. 
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SANDAL 


2 platform — 26/8 heel 


on Polo last. by E. HUBSCHMAN & SONS, INC. 
CELLINI SHOES, INC. PHILADELPHIA, PENNA. 


Philadelphia. 22 
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Tandrite Calf Color No. 313 
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APR 4 194g 
Style No. 7049 

Men’s Last 
Sizes 6 to 12 






Style No. 4049 
Boys’ Last 
Sizes 1 to 6 





DELIVER THIS 
ONE-TWO SALES PUNCH WITH 





Matching pairs—shoes of identical design for father 
and son—is a Belleville sales idea with plenty of punch! 
With it, you can make more than one sale at a time. 


What’s more, matching pairs by Belleville are made so that 
father and son customers can be fitted with absolute 
accuracy. That’s because the boys’ size run (1 to 6) 

is made over separate and special lasts from the men’s size run (6 to 12). 

Exactness of fit is just one of the points that gives Belleville Shoes for Boys and Men their superior sales 
appeal. There’s exceptional comfort . . . rugged construction... smart style... but most important 
of all, there’s guality—constant and reliable. Three generations of buyers have learned to count 

on that. Belleville Shoes retail profitably in the $5.50 to $9.95 retail price field. For further particulars, 


just drop us a line. 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 
New England Distributor: KREIDER-CREVELING SHOE CO. + 602 Atlantic Avenue + Boston 10, Mass. 


BUYERS KNOW: “Belleville Shoes are Honest Shoes” 
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UNISHANK 
1 I —the precision-assembled and 


moulded structural unit formed to fit the last... provides 


the shoe with strength and grace without bulk. 

Makers of Cements, Littheways and McKays in particular 
will appreciate the snug fit at heel seat, waist and ball areas. 
Unishank helps the shoe retain its shape, hold its proper 
tread, provides proper support to the foot and makes pos- 
sible superior heel anchorage. Cement sole attaching is 
simplified because a wider lasting margin may be 


retained through the shank area. 


ticulars about adapting Unishank to your operations. 


VITA-TEMPERED STEEL SHANKS 


Your United representative can provide full par- When clean, tough, hard, uniform VITA-TEMPERED 
STEEL SHANKS are used in Unishank assemblies, 


What UNISHANK Adds to Shoes 


FIT — last measurements preserved through waist. 
COMFORT — firm, snug-fitting waists. 
STRENGTH — without bulk. 


APPEARANCE — top lines preserved — helps shoes 
hold shape until worn out. 
BETTER HEELING — cuts returns due to “run under” 
and /or “kick back” heels and 
torn Louis Heel flaps. 
UNIFORMITY — shanks accurately located preserve 
last contour. 






it's a combination hard to beat. ter ange 
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These figures, showing per- 
centages of 1948 summer 
sales, are from an exhaus- 
tive survey by the Market- 
ing Research Dept. of 
Fairchild Publications, 
covering over 200 cities of 
varying sizes in 44 states. 





This chart shows white shoe popularity 
by SALES MADE. It does not indicate the 
SALES LOST through lack of stock. 


bEYOR 


White Kid and 
Brazil Cabretta 











Last year, despite rampant, 
pre-season pessimism, white shoes 
outsold all colors and black in 
retail stores from May to August. 
Our white leather deliveries 


exceeded the prior year’s volume. 


Even though some shoes may 
be made “overnight,” good 
white leather cannot be hurriedly 
produced. In consequence, 

shoe retailers and manufacturers 
this year are likely to knock 


down their own volume. 


You are waiting too long 
to place orders. 
The deadline is right now! 


TAN-ART 
SUEDE KID 


G. LEVOR & CO., INC. 
Tanners Since 1876 
TAN-ART CO., INC. 
Gloversville, N. Y. 








Yew AnkleHi FAIRY FORMS 


Striking new COLORS 





In addition to the ever- 
popular flesh and clear 
transparent forms, Ankle- 
Hi Fairy Forms are avail- 
able in a complete range 
of striking new colors, 
plain or pearlescent. 





New Lock-Seam TOPS 





Fairy Form’s new Lock- 
Seam top provides an even 
more attractive appear- 
ance — even sleeker lines 
—even greater strength 
for effectiveness and long 
service. 


SHOE FORM CO. INC., AUBURN, N.Y. 
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Prices of Standard Non-Flam ArkleHi Fairy Forms are now the 
lowest since 1940 — welcome news made possible by new machinery 
and new techniques which permit the manufacture of improved forms 
from basic raw materials. 


To meet the great seasonal demand for special custom-made forms 
for manufacturers’ sample shoes, it is necessary that we keep our plant 
fully manned. We anticipate that the new AnkleHi prices will result 
in a retail-store volume which will keep the plant operating with a 
full staff in readiness for the shoe trade who look to us for service and 
for high-quality forms that FIT. 


Prices are subject to change without notice. Order now to take 
advantage of this exceptional buy. Write for Bulletin 305. 


Display Shoes Sell Gese 


When the Forms FIT! 


Your display shoes sell most effectively with forms that enhance 
their beauty — that don’t distort the shoes. That’s why women’s 
AnkleHi Fairy Forms are available in 3 sizes, 3 toe effects, 2 heel 
styles, 6 heel heights, open or closed tops, Standard (illustrated) or 
Zephyr styles. Flexible material and adjustable crossbars further im- 
prove the fit and make the forms easy to insert and remove. Order today. 


At Lowest Pruces Since 1940 
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Smart way to 
cut overhead! | 
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Send for this book Why load yourself with a big stock of shoes? 
Pick pre-tested, promotion numbers from this new 


f fast-acti 1 
eal eae falk-Over In-Stock catalog. And let us carry your load! 


in stock We keep 56 smart styles on the floor, ready to go 


whenever you signal. 


And you'll signal plenty—because we back you up 
with mass advertising—regularly! Seen by a 
majority of your customers! 


Walk-Over retail prices from $12.95 


Write: Geo. E. Keith Company, Brockton 63, Mass. 
New York Sales Rooms, Marbridge Building, 822-906 


WALK: OVER were rs 
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make children’ 's shoes, Min, 
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Most children’s shoes look better, sell better in color. 





Fhe best-eolors are available now in Colonial Velka. 


Send for your samples. Immediate delivery is assured. 


COLONIAL TANNING COMPANY, INC. 
Boston 11, Massachusetts 
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G4 DLS FEATURE-FOR ADDED PROFIT 


Sponge created for (Crwhionedl Combat 


The Davidson Rubber Company, incorporated in 1857, has supplied the shoe industry with quality sponge for 
over 20 years. It is with pride that we present “Cush-n-Fit” sponge, especially created for cushioning comfort. 
“Cush-n-Fit’, produced by a special process designed to create uniform, resilient and durable sponge. 
RESILIENT and light weight. It contracts and expands and breathes air into each step. It absorbs shocks and 
insulates against heat and cold. 


UNIFORM in thickness, weight and texture. it gives balanced support and helps to prevent foot trouble. 





DURABLE and strong in all types of shoes. Its cell structure will not mat or break down. It is odorless and 
will not stain. 


“Cush-n-Fit”, the answer to increased sales. 


ZL ) A 11 RUBBER COMPANY 
“Boston 29, Massachusetts 
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The stretchable 

quality of Lastex Yarn 
makes the new shoes 
fit snugly, comfortably 
— without gaping 

or pinching. 





*Sketches from original designs by ALFRED VAMOS... 
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* Here are a few 
sketches of shoe styles 
already proved 

eee consumer favorites. 


Advance fall styles indicate definitely that 
the elasticized shoe is receiving the recog- 
nition that its comfort deserves. 

Retailers remember that before the War, 
elasticized shoes were fast and profitable 


sellers, that customers enjoyed their comfort! 





REG. U.S. PAT. OFF. 


the Miracle Yarn that Makes Things Fit 






© 


an elastic yarn manufactured enlabily by UNITED STATES RUBBER COMPANY 
Y. 


1230 Avenue of the Americas + Reckefeller Center «+ New York 20, N. 
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PROHT BY THE BIGGEST 
CONSUMER ADVERTISING 














Merchants across the country are singing their praises. 
Summerettes are selling and selling in volume. As one merchant 
says “‘Not one pair to a customer but two and three.’’ Others 
report—‘“The best fitting fabric casual I’ve seen’’—‘“The safest 
item in my store today.”’ Brighten your displays and your 
profit picture with colorful Summerettes by BALL-BAND. 


GALL-BAND 


Mishawaka Rubber & Woolen Mfg. Co. * Mishawaka, Indiana 





Reg. U.S. Pat. Off. 
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GALL- BAND 











Gear your sales activity to BALL-BAND’S big Spring 

Cama Gi advertising campaign in LIFE— Boys’ Life—Young America 
j —Scholastic Magazines—-Scholastic Coach— Athletic Journal— 

SI Comic Books. Let your customers know that you have a full 


line of Canvas Sport Shoes now. 
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WHO'S WHO IN THE [}/() q) 


Every top name in volume-priced shoes will be this Fall, you can’t afford to miss the PPSSA. 
represented at the Popular Price Shoe Show of Write for hotel accommodations now to PPSSA, 
America. Here is where the Fall buying power 51 East 42nd Street, New York 17. 

of the “BIG 92” of the nation’s shoe industry MANUFACTURERS: Show your line to more than 


will be concentrated from May 23 through 26. 1500 = retailers who register at the PPSSA. 
Write for exhibit space to PPSSA, 210 Lincoln 
RETAILERS: If you look forward to major profits Street, Boston 11, Mass. 


Hotels New Yorker and McAlpin —May 23 to 26 
Popular Price Shoe Show of America 


Sponsored Jointly by: National Association of Shoe Chain Stores... New England Shoe and Leather Association 


*92% of all shoes sold in U.S.A. will retail under $10 in 1949 Sorry — but space limits us from listing all the names 
according to estimates by U.S. Department of Commerce. of the more than 400 exhibitors signed with PPSSA 
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shoe outfit in the 
world is workin’ for me now’ 


"I've been running this store for over ten years. Always 
carried Sundial juvenile numbers and about eight other 
brands of men’s, women’s and children’s shoes. Family 
set up y know and | figure |'m plenty smart to have all 
those big name brands. 


“Then the Surdial feller that calls on me comes in 
one day and really gives me the works on that ‘One 
Name” idea. First | thought it was @ lot of malarkey. You 
know me. Then | tumbled that they really had something. 
And the next thing | know, | got Sundial across the 
board. Men’s, women’s and children’s — every pair 
branded Sundia!. Then things began to happen: a new 
modern Sundial storefront sign; suggestions for fixing up 
inside; lots of good ideas and they save me plenty 





ONE NAME 





money. Then they set me up on cooperative advertising 
with swell - looking newspaper ads; radio jingles that the 
kids are already singing around the streets; displays to 
hook me up with their national ads — and brother, am | 
in business! Even got a slick stock control system. Me 
that always kept my records in my hat! Boy, these 
Sundial people, with their International Shoe back- 
ground, really do go to town. 

“Yup, I've got the biggest shoe outfit in the world 
workin’ for me now. And when | see all they can do for 
me, and the way that “One Name” idea works, | kinda 
wish I'd listened to that Sundial feller before.” 


Things to Do Today — Drop Sundial a note and ask them 
for the dope on their One Name merchandising plen. 





FOR ALL THE FAMILY 





SUNDIAL SHOE COMPANY — MANCHESTER, N.H.— DIVISION OF INTERNATIONAL SHOE COMPANY 
April 1, 1949 13 

















For your Making Room ... here are three 
adhesives for Channel Cementing to meet 
varied requirements—and meet them well! 


@ Be Be Bond (SOLVENT) 510 — This medium- 
fast drying cement made with smoked sheet 
rubber meets the requirements for leather 
soles. It may be applied by hand or machine. 


@ Be Be Bond (SOLVENT) S-737—A neoprene 
cement for leather sole channels having out- 
standing bond and tack. 


@ Be Be Bond (SOLVENT) L-8 — This white crepe 
rubber cement for rubber sole channels is light 


in body, tacky and dries fast with a very strong 
bond. 


UNITED SHOE MACHINERY CORPORATION ° 


In Channel Cementing, too, 


there’s an Adhesive that’s 
made for your operations! 








Whatever your needs for 
efficient general shoemak- 
ing cements, look to your 
United sales representative for helpful 
counsel and a dependable source of supply. 





Ask him for your copy 
of ““w*c Adhesives”, an 
easy-to-read, 8-page bro- 
chure of facts on dozens , 
of high quality adhe- 4 
sives for shoemaking. 












Be Be Bond 
Be Be Tex Cements 


Products of B B Chemical Co. 
BOSTON, MASSACHUSETTS 


Boot and Shoe Recorder 












°A drop of sweat 
conucineed me- 






... that I was paying for 





Air Conditioning but not 
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“Tt was a blistering hot week. Busi- “T stayed late—studying sales records “And the Airtemp people proved it 
ness was off about 259 —my help to find the reason. A drop of sweat with many examples of how their 
were disgruntled and inefficient, and rolled off my brow, hit the paper and ‘Packaged’ Air Conditioning changed 
began skipping work. I tried to figure spelled out the answer: losses to profits. We soon had one, and 
what was wrong. AIR CONDITIONING! it quickly paid for itself!” 


For THE finest value in air-conditioning 

equipment, choose Chrysler Airtemp. It’s fac- Come t..- 
tory-assembled, factory-tested, backed by 12 
years of proved dependability. Each unit has oo gegen with CONDITIONED 
the famous Airtemp Sealed Compressor for ; (ie | 
longer life. Handsome cabinet, beautifully fin- 
ished, fits into small area (only 4.7 sq. ft.). Only 
3 simple connections—no complex duct-work. 
Remember: more Airtemp “Packaged” units 
are in use than any other make. Get further 
facts—mail the coupon or call your local dealer. 
(See Yellow Pages of Telephone Directory.) Mail this coupon today! 


Chrysler 


f= CHRYSLER 
f= AIRTEMP 
<= 


This beautiful window 
decal invites the public into | 
your air-conditioned place. [ 














AIRTEMP DIVISION OF CHRYSLER CORPORATION 
DAYTON 1, OHIO 


eS 
er te mre pp Send “Packaged” air-conditioning information to: 





“PACKAGED” AIR CONDITIONING — ent ee a 
CENTRAL STATION SYSTEMS Address 
HEATING AND COMMERCIAL REFRIGERATION —_ 


Ki f i 
AIRTEMP DIVISION OF CHRYSLER CORPORATION a a tin 
DAYTON 1, OHIO 
In Canada: Therm-O-Rite Products, Ltd., Toronto 
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Don’t get us wrong, Mr. Franklin. We're as grateful as the next guy 
for your discovery. Where would we all be if you hadn't flown 
that kite? In the dark, most likely. We just want to point out that nowadays 
it takes a lot more than one quick flash to make news. 


In advertising especially. 


P-s-s-t...Ben! 


Speaking of” lightning... a : 
our flashes flash country-wide! ae 


To flash your message coast-to-coast with 
lightning-quick results... tell your story in Glamour. 
Reach a shoe market worth $35,000,000 a year, made up of more than / | 
600,000 Glamour-readers.* Smart girls with paychecks to spend, 
they take Glamour’s cues on shoes. 


The shoes they buy will be your shoes jit you show them in 


*ABC 12/31/48-603021 


THE CONDE NAST PUBLICATIONS N C., LEXINGTON AVENUE, NEW YORK 17 
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Trade is reaching out-of-the -way place sy through 
the well-stocked wagon of the itinerant peddler. 
THE ISELIN DIARY, 1869 





THE BETTMAN ARCH 


Peddler’s Progress 


It was often a long way from factory to market 


in the growing nation of 1869. Many manufacturers easily 
bridged the financial gap through the Factoring services of the firm of Iselin— 
already 61 years old. ... Today, you can reach out to new markets 
with Iselin Financing providing funds for new equipment, seasonal 
inventories, payrolls, raw materials—with credit risks and losses eliminated. ... 
Some of our clients have used Iselin Factoring for generations. Their success 
is the cornerstone of our business—and can be the pattern for your future. 


Send for booklet on our Factoring service to industry. 


William Iselin & Co., Inc. 


357 Fourth Avenue, New York 10, N. Y. 
FOUNDED IN 1808 
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Quality fii Leailher 


FEATURED IN 








THE 0-H 10 L@QatTteask sk COMPANY 
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Replace Old FOOT MEASURES Now 
with Sparkling New, fbttractive 


KORRECTO 


FOOT MEASURES 





KORRECTO FOOT MEASURE, MODEL 31 

(For Children and Growing Girls) —PRICE $1.50 
Lighter and smaller—Range from child’s size 3 to growing girl’s 12. 
Made of high grade Kiln dried maple—durable—accurately scaled— 
oe to a beautiful finish-—and fitted with stainless steel slides 
and tempered steel springs. 





KORRECTO FOOT MEASURE, MODEL 32—PRICE $1.60 


The standard hardwood measure stick for many years. Scientific, 
error proof scaling is maintained on the non-shrinking Kiln dried 
maple wood. Beautifully finished. Equipped with smooth-riding 
stainless steel metal slides, and quick-acting tempered steel springs. 





KORRECTO FOOT MEASURE, MODEL 33—PRICE $3.00 


Wide style—Beautifully finished in hardwood with a sliding toe piece 
for length and width measurement. Especially useful where the fitter 
desires customer to stand with full weight on stick. Substantially 
made, extremely durable. Special scale for measuring hose sizes. 







aa 7 
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KORRECTO FOOT MEASURE, MODEL 36—PRICE $3.50 


Magnesium Acetate—Desired and appreciated by every smart shoe 

er. Laminated snow-white acetate with a feather-lite magnesium 
core; constructed with block grooves recessed into the magnesium 
for slide rule precision and accuracy. Cannot wear or warp. Scaled 
in waterproof markings. 





KORRECTO FOOT MEASURE, MODEL 35—PRICE $4.00 
Plastickh—Designed and patented after years of experimentation and 
study. No width chart. Just slip the blocks, measure ball of foot, and 
read exact width. a y-to-read white scales on shimmering 
black bakelite. Highly oatldieds tempered stainless steel fittings. 
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ACCURACY 


Reduces Returns, Exchang- 
es, Customer Dissatisfaction 


Your store can be the last word 
in design and elegance... you can 
have the most complete stock of 
shoes in wanted styles money can 
buy—4xt #f your facilities for fitting 
shoes do not eliminate the element of 
error, you are over-looking one of the 
greatest weaknesses in shoe retailing 
’ 





Taki the customer’s size 
with the foot relaxed. This is 
the first procedure. e size 
: indicated on this young wo- 
Shoe fitting is a science. It re- _ man’s foot is a 6. 
quires more intelligence, knowl- 
edge and judgment than fitting 
any other kind of wearing apparel. 
Equipped with KORRECTO 
Scientifically Accurate Measurin 
devices and using them as directed, 
virtually excludes the possibility 
of error in fitting shoes. 


SPECIAL LIMITED OFFER 
FREE! For a short time only we 
will include a copy of Dr. Scholl’s 
famous Elementary Course in Shoe 
Fitting, value $1.00, with each 
KORRECTO Foot Measure. Of 
great value to every man and wo- 
man who sells shoes. Make up 
your order for as many KOR- 
RECTO Foot Measures as you will 
need and mail to us promptly. 
THE SCHOLL MFG. CO., Inc., 
213 W. Schiller St., Chicago 10, 
Illinois, 62 W. 14th St., New 
York 11, N. Y. 





pac my me a may ame 
mer’s foot, stan ng 
the body's weight. The size, 
due to wei, a7Ting, DOW 
may measure 6% to 7%. 
Model 33 is wide enough to 
take the ement with 
customer's hose touching the 
floor and without any dis- 
comfort. 








Shoe fitter now measures width 
across ball of 


the foot. 





KORRECTO FOOT MEASURE, MODEL 34—PRICE $7.50 
Optically clear, angpe <td plexiglas — The last word for fine shoe 
salons. Sparkling shimmer delights the eye; cient, exact scales 
insure fitting that increases customer satisfaction. 


Sn EASES Fs 


THE SCHOLL MFG., CO., Inc., 213 W. Schiller St., Chicage 10, Hil. 
DEPT. 51 62 W. 14th St., New York 11, M. Y. 
Please send us the following order for KORRECTO 
Foot Measures: 

C] Model 31 @ $1.50 each. [] Model 32 @ $1.60 each. 
(CJ Model 33 @ $3.00 each. [] Model 36 @ $3.50 each. 
(CD Model 35 @ $4.00 each. |[] Model 34 @ $7.50 each. 
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Who want to take 
advantage of an 
opportunity while 
TT Cilele dite) 
loudest. 





. 
Over 100 Health Spot Shoe Shops all over America 


... There may be 2 


= 


~ 2 <<. 
— - ‘ 


a profitable Mealth Spot 





The Health Spot Shoe Company : 
aa: Write Us! there is a contin HEALTH SPOT 
seeks Men who know Fitting iki need for men to man Health Spot es SHOE COMPANY 


, Shops. It is a growing, going operation. 
to own a pe u ; ——" . 
nd operate a successful shoe Be a part of it. Write us to explain the OCONOMOWOC 


business featuring America’s most com- Health Spot Plan and how it can make WISCONSIN 
plete line of corrective shoes for men, your future secure. 
women and children. The Health Spot 
Plan is a stable, profitable business, not The Health Spot Orthopedic Institute trains qualified shoe fitters to suc- 
subject to fad, fashion, or seasonal cessfully merchandise Health Spot Shoes. This training is available without 
markdowns. As a Health Spot retailer,  ‘b2rse- Write for Details. 

you have the benefit of experienced ee Me ET 

counsel on bookkeeping, expense con- 

trol, inventory control . . . following 

proved methods of successful shoe 

store management. You have your own 

business, yet yours is an integral part 

of a nationwide merchandising pro- 

gram geared to the needs of 7 out of 

10 who need foot comfort. You are 

backed by the facilities of 3 coordi- 

nated shoe factories and the established 

reputation of 25 years. How does this 

compare with your present set-up? 
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Eye interest in a shoe starts at the toe .. . that’s why the Celastic 
box toe is important in shoemaking and shoe merchandising. 
The maker of shoes likes its “lastability”, the light and durable 
construction—the seller of shoes admires the trim interpretation 
of last style. For the wearer there is always the pleasure of 


enduring toe lines, the comfort of wrinkle-free toe linings. 


SOx TOES 
UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. sailed Macatee 


of the Ceiastic Corporation 











PERFECT FIT? 


...a very important feature of FRANKEL’S Plastic Shoe Forms 


Only a Frankel Shoe Display Form provides 
such PERFECT-FITTING quality! It HUGS THE 
HEEL SEAT, and MOULDS the shoe fo its cor- 


rect last, insuring flattering fit for all your 










display shoes. Wonderful for high ankle 


straps! Sensationally low priced! 


tops at no extra cost. 


Women’s high, low or 
medium heels. Paint- 
ed toes and closed 
ARE LELLET IN 


PAIR 





WOMEN'S 
HIGH HEEL 


CHILDREN'S Plastic 
Shoe Display Forms 


SENSATIONALLY LOW PRICED 


ste Q 5S cu. 05 xr 115 


Frankel's Juniorettes,* newest addition to the Frankel family. Form 


up all your children's display shoes, at amazingly low cost. Send for 
a sample order today. 


See us at the Hotel New Yorker Show, 5th Floor Corridor INFANTS’, SIZE 7, 95¢ PR. 





* TRADE MARK 














“lean acer i 
F RAW KE L .\ PLAST 4 oh {FRANKEL PLASTIC CORP., 493 7th Ave., New York 18 § 
\ ; Piease ship . prs. Forms, Net, F.O.B8. N. Y. - 
E 
ere prs. Wom., Fiat. .... prs. size 7, Infants’. ; 
World’s Largest Makers of Plastic Shoe Display Forms See on ie en wees 
Bo cceeee prs. Wom, Medium. prs. size 13, Miss’. 1 
Division of Frankel Display Fixture Co. — Established 1888 re : 
i 1 
493 Seventh Ave., New York 18, N.Y. g Adéren : 
a City and State : 
Jack D. Shenker, Sales Manager, Shoe Display Form Division i : 
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SMILES HAVE VALUE 





V2 22>. 2 eS 
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—"A newspaper account recently told the story of a boy wha had 
been struck by the broken end of a live wire, which touche cd one 
side of his face, burning and paralyzing it. In court the boy's 

lawyer asked the little fellow to turn toward the jury and smile. 
He tried. One side of bis face smiled, but the injured side just 
puckered up in a pitiful contortion. The jury took just 12 minutes 
to award the boy $20,000. The amount was thus certified as 
the legal value of a smile. 

—"If a smile is worth $20,000 after you lose it, it must be worth 
that much while you still have it. A friendly smile is one of the 
essentials for success in life.” 


—Yet, how often we forget the value of a smile... 


—Doctors tell us that it takes less muscles to smile than to 
frown. 


—But looking at most of the people on the street or in 
stores and offices, you'd think they enjoyed straining their 
faces. 


—A smile is so simple, and its rewards are so enriching. 


—You'd think that everyone would smile, because it makes 
you feel so alive. 


—Stop to think—you can’t be sour when you're smiling. 


—lIn business, as in every activity, a smile is one of the 
most valuable investments a man has—and it costs him 
nothing! 

—Many times the difference between a sale and no sale 
Or just a one-time customer and a regular and steady cus- 
tomer — — — 


—Is a smile. 


—-Wear a smile from now on, and watch the reaction. It’s 


guaranteed not to hurt. 
S . Ye i 7 


President 
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insist on 


IN ao 
ever increasing 

QUALITY plus A CONSISTENT 
NATIONAL AND MEDICAL 
FIELD ADVERTISING. CAM- 
PAIGN ... make Jumping-Jacks 


the extra profit line dealers 


need today! 


ROCHESTER 3, NEW YORK 
MISSOUR + SKOWHEGAN, MAINE 
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Florsheim 


Florsheim makes it an open season 

—blends light and airy net-like mesh 

with finest, softest leathers 

...@ perfect combination summer-timed for 


cool comfort. 


Illustrated, top to bottom: 


Koolie Tie 
Wisp 

Koolie Strap 
Koolie Pump 


Also available in black,* chalk white, gray. 


The Florsheim Shoe Company « Chicago 6 


Makers of fine shoes for men and women 


as advertised in Harper’s Bazaar for May 
(in full color) 
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Footwear production during 1948 amounted to 462,282,000 pairs, 

a drop of approximately 5,700,000 pairs from the previous year. The 1948 total 
came as no surprise and was rather accurately predicted by the Commerce 
Department many months ago. 

However, a comparison of production figures relating to the 
individual types of footwear during the first three postwar years reveals 
some interesting deviations from the over-all production pattern. Production 
data on several important categories of footwear are presented in the 
accompanying tabulation. It will be noted that for the years 1946 through 
1948 total shoe output declined steadily, as was the case with most individual 
types. Bucking this trend, however, were men's dress and work shoes, although 
over-all production of men's shoes also declined steadily. After the peak 
production of 1946, output of practically all types of shoes declined the 
following year, while output of men's dress shoes increased by almost 
10,000,000 pairs. During 1948, when production of most types again declined, 
the men's dress category also dropped substantially, but was almost 2,000,000 
pairs greater than 1946. This compares with average yearly output of 
75,200,000 pairs for the years 1936-40. 

Per capita production of men's shoes during the same period, 1946-48, 
reveals the same trend and is as follows: 1946, 2.01; 1947, 2.05; and 
1948, 2.02. 

Output of men's work shoes exhibits a slightly different trend, 
dropping substantially in 1947, but rising last year to a level slightly 
higher than 1946. 

While Commerce Department experts do not attempt to explain this 
Situation, industry requests for data on men's shoe output have indicated 
considerable interest and have led to some speculation as to what brought 
about this divergent production pattern. 

One of the more logical explanations is that utilization of military 
footwear by veterans was much greater than had been expected, which led to 
some delay in the purchase of civilian footwear. Then, too, it is possible, 
according to some sources, that during 1947, inventories of men's dress shoes 
were built up to an extent not previously realized by most members of the trade. 

Women's shoe output, exhibiting a steady decline, was in line with 
total production, with the exception of women's sandal and play shoes, which 
followed the same production pattern as did men's work shoes. 


COMPARATIVE SHOE PRODUCTION DATA 
(Thousands of pairs) 




































































Men's Women's 
Sandals Sandals 
Men's Men's and Men's Women's and Women's 
Dress Work Playshoes Total Dress Playshoes Total Total 
1946 74,642 21,153 2,599 126,744 172,114 59, 347 274,663 528 , 962 
1947 84,151 21,858 683 120,965 162,146 41,539 230,559 468,044 
1948 76,761 27,423 546 120,003 137,425 Sy, 204 221,801 462 , 282 


SOURCE: Department of Commerce. 


=e f+ &.@ 


The leather laboratory of the Bureau of Standards reports the develop- 
ment of a method of resin treatment of sole leathers which improves wear 
resistance to a considerable extent. The Bureau states that "in addition to 
increasing the abrasion resistance, the use of synthetic resins should reduce 
the amount of tanning materials now required t> produce high quality leather." 
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Miller 


Trees mean business — 


a -_ extra business! When you’ve made a 
¥ . . . 
: sale, the customer is in the right 
: 


hl bad 5. Lid? Rte EOS 


' | frame of mind to buy a pair of Miller 
M : L L £ R T R fF is S Trees. He'll appreciate your pointing 


out the way to extend the life and 





than the shoes themselves — because 
there’s nothing to take off or try on. 
Miller’s are available in four sizes, 
fit practically all shoe sizes by easy 


MAKE ) looks of his shoes. 
Miller Trees sell quickly — faster 

ee ee 
adjustment lengthwise. Self adjusting 
for width. What’s more, they feature 
foreparts modeled like a shoe last 
SALES! Fa and bottoms hollowed out to allow 
Fe for metatarsal pads. Shoe stores 


everywhere are proving that money 
grows on Miller Trees! 


sl ey 


O. A. Miller Treeing Machine Company 


Branch of United Shoe Machinery Corporation 


PLYMOUTH, NEW HAMPSHIRE 
April |, 1949 : 27 














_—_— shoe collections show a preponderance of Ardshen. 
The sloped toe, the squared, the high vamp, the shell, the opened, 
the closed silhouette of today are all the 
repeated, the reflected, the revamped 
patterns of past eras. All have been 
executed in £tdskin. The receipe for 
the fashionable shoes of the past was to 
start with £edévn. The current formula 


is unchanged. 


STANDARD Division Quaker Ciry Division 
Black Suede Kid Black Glazed Kid 


New Cast ce Division 
Black Maracain & Black Shadow 


le @ 


ALLIED KID COMPANY 


BOSTON ° NEW YORK ° WILMINGTON . PHILADELPHIA ° CAMDEN 
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B. HARRISON CORT, president of 
Stacy-Adams Co., Brockton, Mass., 
says: 

“Let’s face it! We must lift our- 
selves up by our own bootstraps 
from the easy going habit of nat- 
ural and physical laziness brought 
on by the artificial prosperity of 
the war, to an attitude of ‘he'll get 
the most who works the hardest.” 

“Now that a saturation point is 
reached and we have settled down 
to such an uncertain future, in 


shoes, one must realize if more 
units are to be sold, it can only be 
achieved by 


work—hard_ work. 








The shoe industry is facing down- 
right realities right now, with no 
promise of a step-up in consump- 
tion over last year’s ratio, because 
nothing on the horizon indicates a 
reduction in prices—which pos- 
sibly might invite more business. 

“Work—hard work—is the order 
now for survival. Unutilized time 
is work not done. The costs of un- 
utilized hours increase operational 
expense. Why not use the unutil- 
ized time of the shoe fitters to make 
personal calls? Bring the shoe 


April 1, 1949 


store to the customer and not wait 
for the customer to come to the 
store. Work is the demand of the 
job. The job is to sell more shoes. 
If demand is to go out and visit 
customers, old and new, then that 
is a part of the job content of our 
work.” 
+ * * 

HAROLD BROWNE, sales mana- 
ger of the Burkart Shoe Company. 
St. Louis, Mo., says: 

“With the greatly stepped up pro- 
duction of casual shoes, there is a 
definite need for each manufacturer 
to interpret the casual picture in 
relation to his accounts. Every cas- 
ual manufacturer should make an 
analysis of his clientele. He should 
find out what his customers expect 
and then appraise the differential be- 
tween their wants and his product. 
Styling, merchandising and promo- 
tion all should be tied closely to the 
needs of the retailers to be served 
and selections of materials and 
colors should also be made with this 
view. 

“A factor in the continuing popu- 
larity of casual types, along with 
their lower price, is the fact that 
they combine comfort with a high 
style look.” 

* . * 
EDWARD F. CONLEY of G. R. 
Kinney Shoe Company, Carlisle, 
Pa., says: 


“Every shoe man in America has 
his finger on the pulse of the in- 
dustry today. It is a steady pulse, 
far more rugged than many believe, 
and we feel very sure that the pa- 
tient will live. The question is—will 
he grow? It is in that growth that 
our interest must center. Fostering 
it is the obligation of every person 
engaged in the industry. The se- 
curity of thousands depends upon 
it, a security which, when threat- 
ened, threatens the very underpin- 
nings of this country. Of course, 
increased production is the answer; 
but it is only half the answer. There 
must be increased sales to warrant 





increased production and we must 
find the means to make those sales 
before we can justify a greater out- 
put. 

“If we can create a desire for the 
right shoe for the right job and the 
right time, it could mean the solu- 
tion of many problems. It is our 
job to put the facts about shoes be- 
fore the public in an appetizing 
way. In short, to create an appe- 
tite for shoes. We must show Mr. 
and Mrs. America the satisfaction 
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that a good shoe can give; and give 
them the good shoes. A fine shoe 
gives the wearer increased ability 
and ease. A good man is a better 
man in good shoes. 

“Good shoes are accident insur- 
health Perhaps 


more than any other article of 


ance, insurance. 
clothing, they make or break a per- 
son’s appearance, make or break his 
chances of success. We must make 
the U. S., 


shoe conscious. How many times a 


the world if possible. 


day do you glance at your face in 
a mirror? How many times do you 
Why? Be- 
cause America has been made cos- 
with wonderful 


glance at your feet? 
metic conscious 
success. Many women today say 
they feel undressed without proper 
make-up. Let's make them feel 
poorly dressed without the correct 
shoe—for they really are. Let's 
popularize the shoe to fit the foot. 
the job and the time. Shoes are not 
just shoes, they are the foundation 


on which your active life is lived.~ 


EUGENE WHITMORE, Editor of 
American Business, spent ten days 
in Fort Worth, Texas, visiting with 
his friend H. N. Fisch (Sales Man- 
ager of H. J. Justin & Sons) and 
getting material for his publication. 
He interviewed a good many manu- 
facturers and merchants who ll 
agreed that sales were more difh- 
cult but could be made with more 
aggressive salesmanship, backed by 
the proper type of advertising. Sev- 
eral of the most prominent retail 
stores showed him their 1948 sales 
figures which were in excess of 1947 
and everyone of them predicted that 
thev would increase their volume 
of business in 1949 over 1948. A 
number of expansion programs were 
also listed. 

Concerning retail business. Mr. 
Whitmore had one criticism that 
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was rather serious and that was the 
lack of proper balanced stocks. Too 
many merchants look at the total 
of their inventory, compare it with 
past years and find it high: and 
yet they are short on salable mer- 
chandise. The explanation is that 
the cost of inventory has risen and 
the increase does not represent 
units. also that many inventories 
include unwanted items. As a re- 
sult, many merchants have gone 
back to —not hand to mouth buy- 
ing but chin to mouth buying and 
much business is being lost that 
way. 


* .* * 


HANGING ON THE WALL in 
Hermann’s Shoes, Inc., Harrisburg. 
Pa., is a framed poem by Bernyce 
L. Gottschalk, one of the employees: 


“A SHOE SALESMAN’S LAMENT” 


The lady wants a pair of shoes— 

I knew when she approached she had 
the blues, 

She wants a very certain size— 

My, what a scornful look in her eyes. 


I ask what style she had in mind 

She answers ‘Well, no particular kind. 

Just show me what you have in stock.” 

With this. I was compelled to look at 
the clock. 


The first pair I brought, the heel was 
too high, 

The second pair was a better try, 

But even this pair had a fault— 

The color was too near that of malt. 


So I said to myself, I'll show her an- 
other 

She took one look at this pair, and oh 
brother! 


That pair went back in stock so fast, 
With so many comments, I’d forgotten 
her last. 


I decided to show her two pairs at a 
time 

In order to confuse her, and give her 
a line— 

The heels too low, the vamps too open, 

I put them back, but I was still hopin’. 


Now my should I do in a case like 
this? 

Should I consider an ‘86°? 

No, I'll show this lady I’m a good guy, 

I'll go down and get her a big ole’ ‘Y.” 


I put this pair on her, and what do you 
think? 

When she said it was nice, I ran back 
for a drink. 

Right then and there, I lost a pound 

When she decided she’d look around. 

There should be easier work than this— 

Alas! In the door comes a pleasant 
Miss. 

She wants that shoe that’s on display— 

Buys the first pair and bids good-day! 


So all in all, it’s good with the bad— 

Selling shoes sure isn’t a cinch or fad. 

Sometimes It’s work, and sometimes 
fun, 

But golly, we're glad when our eus- 
tomer is won! 


"Fire sale started yet?" 
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THE SENATOR'S FEET HURT 


Senator Harry P. Cain (Re- 
publican, Washington) rubs head 
and foot outside the Senate 
Chamber recently, after speaking 
continuously for six hours and 45 
minutes against nomination of 
Mon Wallgren as chairman of the 
National Security Resources 
Board. During the speech he 
changed fo extra shoes to rest 
his aching feet. This was the 
longest continuous address the 

Senate has heard this year. 
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Spectator pump. pere 


stronger than eve 
with tailored 
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Shown here on 138 
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Another instep strap. opened up 
the demand for lighter jooking wel 
This strap shoe has squar 
stitching. 45 well as heavy stitching: trim- 
ming the vamP and emphasizing its asym- 

i look. Hanan. 


Jjne. to give it a swagger 


metric 


Moccasin vamp 
treatment makes 
tation of 


moccasin. 
toe welt sole, and 
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Light look in the op 
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The boldly <titched welt 


sole and square toe make it suitable for the 
more mannish tweeds. The soft styling © 
the upper makes it wearable with some- 
what softer clothes. Walk-Over-. 


Instep strap 0” medium. 
heel adaptable to 


tailored costumes- 


combined with strap 


a good tailored adap- 

the popular young Norwegian 
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Wall last oper@ pump on welt sole combines 
three styles popular in the current season. 
The built-up leather heel increases the 
tailored effect. while the detachable orna- 
ment can be added to give a softer, more 
feminine feeling when desired. j. & J. Slater. 


“Jennifer. perforated instep strap made 
even lighter loo of its ope® 
back and toe. The la ions out 
lining the strap and the fore 

give a smart spectator effect. 

with square toe add to tailored look. 


Stetson- 


Youthful model noteworthy for its smart 
styling combined with the daylong W alking 
comfort of its flat one-inch heel and sturdy 
welt sole. Popular with the young matron 
or business woman. as well as the high 
echool and college girl. and especially suited 
to her needs. |. Miller. 


The ghillie tie, a number one favorite 
today. On welt sole with built-up leather 
heel. it is one of thos classics that never 
die and is especially hen smart 
tweeds and tailored clothes are in. style. 
Shown here in the plain toe “Prince of 
Wales” pattern. Frank Bros. 
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by ELEANOR M. RUTTY 


AFTER 
EASTER... 


WHAT? 


Left to right: Soft pouch bag in white 
suede matched to youthful instep strap; 
Valentines line of General Shoe Corp. 
Multicolor cobra, pink, blue and green 
combination, sandal from L. J. O'Neill; 
bag from Harry Revits. Natural straw 
trimmed in multicolor calf bag from 
Smart Handbag, sandal a Carmelettes 
from Carmo. 


Summer Promotions Seem the Logical Answer. White and 
Natural in Leathers, Linens and Shantungs. Beige and Colors, 
Both Solid and in Combinations, in Leathers and Fabrics. 


Natural and Colors in Straws. Plenty of Choice and Plenty 


of Salable Styles for the Warm Months Ahead. 


W ITH Easter coming so late this year, the third Sunday in April, there 
won't be many weeks before the Summer shoe business will be in full 
swing. Just how good that business will be depends to a considerable 
extent on good promotion. To our way of thinking, that means first 
and foremost, a realization of the kinds of customers whom you wish to 
attract to your store. Housewives and young matrons; girls with jobs 
and girls looking for jobs; girls in college and girls in high school; 
grandmas and granddaughters: conservative women of any age and 
high style women from 18 to 80; all or any of these are your potential 

customers. 
Remembering that it is traditional in many parts of the country for 
[TURN TO PAGE 65, PLEASE | 








CHICK HARBERT 


COLE SHOES: 


Tested Source Of Extra Pairage 


BOB HAMILTON 


Strictly for Active Wear, Golf Shoes Have No Second Use, Making 
Them Truly an “Extra Pair’ Item. 


STRATEGICALLY situated retailers 
in all parts of the country. hard 
pressed to maintain normal volume 
in their men’s shoe departments. are 
offered a proven opportunity this 
Spring and Summer to get extra pair 
sales by promoting golf shoes. This 
is not to imply that they have not 


CARY MIDDLECOFF 
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promoted them efficiently in the past 
but simply to point out that the num- 
ber of male golfers in the United 
States has increased rapidly since the 
end of the war, and that reliable 
authorities estimate there will be ap- 
proximately 3,500,000 regular play- 

[TURN TO PAGE 55, PLEASE | 
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Patterns illustrated left to right from: Field & 

Flint Co., Keith Highlander, by George E. Keith 

Co., Old Colony Shoe Co., Twin Grip, French 
Shriner & Urner Mfg. Co. 


Patterns illustrated above left to right from: Win- 

throp, Division International Shoe Co., Roblee, 

Division Brown Shoe Co., Bates Shoe Co., E. E. 
Taylor Corp. 


Patterns illustrated left: two A. G. Spalding models 
with Supple Wood Foundation soles from B. A. 
Corbin & Son Co. 


Patterns illustrated below: Arch Preserver from 
E. T. Wright, Scots Guard by Etonic from 
Charles A. Eaton Co. 


-® 2 me a Re > 2 ; 
Patterns illustrated below left to right: from Field & Flint, Keith Highlanders, 
by George E. Keith. 
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Bear ari! 











Patterns illustrated left to right: Edwin 
Clapp & Son, Inc., with sole view and Stone- 
Tarlow Co., Inc. 
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Patterns illustrated above left to right: Jarman 
from General Shoe Corp., Florsheim, Arch Pre- Pattern above: from John- 
server from E. T. Wright. ston & Murphy. 


Patterns illustrated below left to right from: Stacy Adams Co., Mansfield, 
Commonwealth Shoe & Leather Co. Strato Moc, Bostonian, Stone-Tarlow. 


Pattern illus- 

trated below: 

Athco by Athle- 
tic Shoe Co. 



























The new Budget Shoe Shop may be identified from a distance by the hung ceiling 





and the striking wall background. At the far end a major display is designed to 


The Best 


This dispiay is both attractive and 
economical. The single white lac- 
quered panel is set on an eye- 
catching vermilion panel. Indi- 
vidual brass platforms hold shoes. 





feature daily specials. 


BUDGET shoe departments are be- 
coming increasingly important in 
today’s merchandising picture. be- 
cause of the emphasis that many 
retailers are giving to lower price 
footwear in their efforts to meet 
and overcome price resistance. This 
is true, not only in department and 
apparel stores, but in many of the 
larger shoe stores where depart- 
mentalization is the rule. And as the 
budget shop grows in importance. 
it tends to take on a new look. The 
old-time basement shoe section is 
giving way to a modern shop that 
is often fully as attractive as the 
department where top price foot- 
wear is fitted and sold. 

A striking example of this trend 
is the new budget shoe shop of L. 


for the Budget Shop... 


Bamberger & Co., in Newark, N. J. 

When asked to do the remodel- 
ing for Bamberger’s Budget Shop. 
Wells-Poeter, architects, were faced 
with a difficult departmental layout. 
The first drawback to be overcome 
was a traffic problem caused by 
three-sided alcoves opening on a 
p:omenade aisle, with traffic circu- 
lation forced in and out of booths. 
This aisle was laid out parallel to 
another aisle. which led directly 
from the main floor escalator and 
was the main source of traffic on 
that floor. Another drawback was 
the fact that the promenade aisle 
was hidden from view by cumber- 
some counter and back fixture is- 
lands, which incorporated central 
stock elements adding to their bulk. 














A Difficult Departmental Layout Was Redesigned Into a Mod- 


ern, Attractive Budget Shoe Department at Bamberger’s in 
Newark, N. J. Here’s How It Was Done Simply. Effectively and 


In addition, the booths were seg- 
regated into categories of merchan- 
dise that did not allow for seasonal 
ebb and flow. This condition was 
further aggravated by stock room 
and fitting room services in scat- 
tered units. Also, outlets for the 
store’s ventilation were blocked by 
unnecessarily high elements, thus 
reducing the badly needed circula- 
tion of air. 

The architects know that 
creative design is not sufficient to 


mere 


make a good modernization job. 
Good merchandising and depart- 
mentalization are the number one 
items on the remodeling list. It is 
important in store merchandising 
that the customer be led in easy 
fushion from one department to the 
next, thus eliminating customer con- 
fusion and strain on the part of the 
sales person. Arrows. floor-walkers 


Within a Definite Budget 


and information booths “flooded” 
with the question “where to?” are 
a sign of poor organization, dis- 
satisfied customers, and impatient 
salespeople. The architect's job is to 
lay out the map of the store in such 
a way that the clerks need not spend 
valuable selling time in acting as 
directories. and that information 
booths may be saved for services of 
salable value. 

The 


wear are now consolidated in one 


stock rooms for women’s 
area, the shoe stock room, of course. 
servicing that department alone. The 
same applies to the fitting rooms. 
The location of these consolidated 
elements pushes the actual selling 
area forward toward the main cir- 
culation where it belongs, for a 
budget shop must appeal to the ma- 
jority and should not be treated 
as an exclusive shop which might 


frighten customers away. The sweep 
of wall surrounding these services 
is treated simply, designed with a 
band of vertical Satinol louvres, 
lighted from behind, and encourag- 
ing the circulation of air through 
the large open stock space out into 
the selling area. This wall also acts 
as a means of tying together the 
different types of forward stock 
cases and other miscellaneous ele- 
ments. Surprisingly decorative, it 
also serves to lead the customer 
toward the most distant department 
——shoes. 

The distance of this department 
from the others surrounding it made 
it necessary for the architects to 
bring customer attention and in- 
terest to this area by means of clever 
design. An entirely new background 
wall, with white, staggered vertical 

[TURN TO PAGE 62. PLEASE] 


Another type of display used in the Budget Shop. Dividing rails are of 
striated plywood with rift oak capping. In the rear the background wall 





of the department may be seen. 














pt 
Sues Keeping In Trim... 


i — 


A } 








bv BEN WALTERS The author will answer inquiries on window dis- 


play problems. All such inquiries should be ad- 
Walters Display, Inc., New York dressed to Mr. Walters, c/o BOOT AND SHOE 
: RECORDER, 100 East 42nd Street, New York. 
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Pin this on your warm weather schedule. Men’s window consists of pecky cyprus for the backboard and 
signs. Use cut-out figures of cowboys in gay colors. Felt can be used for cactus, colored sand for the floor. 
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Summer’ window 
uses bright blue 
seamless paper for 
the background 
with white cut-out 
clouds pasted on 
it. Cut-outs are 
used for soda glass- 
es, umbrella and 
ball. Repeat color 
of drapes in cen- 
tral display. 
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Above—Children’s window with flower heads made 
of facil fab petals with the centers cut of heavier 
material. Use edge of dimensional window box to 
display shoes. Cut leaf patterns of heavy card- 
board and place as illustrated. A small watering 
can has ribbons attached to the spout which shower 


onto the small platform displayer. 


Below—Play shoe window uses bright blue seamless 
paper background. The walls of sea are two separate 
backgrounds on which are painted the water and white 
caps. Use not too thin boards for this so that play shoes 
can be attached to the edge. Bright cut-out figure of mer- 
maid 1s decorated with sequins. Gulls may be cut-out. 
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Industry Sound Despite Current Problems 


RECENT industry meetings have afforded an oppor- 
tunity for something in the way of a reappraisal of 
the position of the shoe trade in today’s economic pic- 
ture. It is always a wholesome and helpful thing to 
try to the best of our ability to figure out where we 
stand, where we are going and what we can do to ac- 
celerate progress in the right direction. Perhaps the 
best way to forestall the thing so many business people 
fear, of having a planned economy thrust upon us, is 
to do a little more intelligent planning on our own 
account before it is too late. 

Are the difficulties that the shoe industry faces today 
simply the problems of postwar readjustment that con- 
front practically every industry in some form or an- 
other? Or are we threatened with some special kind 
of emergency the outcome of which will determine 
whether shoe manufacturing and shoe distribution will 
continue as vitally important factors in the nation’s 
economy or whether they will be relegated to a second 
or third-rate role while other more alert and en‘er- 
prising industries press forward? Apparently the pos- 
sibility of some such outcome exists in the minds of 
a considerable number of shoe men as they view the 
changes that are taking place and measure the obstacles 
that must be overcome if the shoe trade is to continue 
to prosper and progress. 


THE most forthright and challenging expression of this 
viewpoint that the industry has heard came from the 
president cf the H. C. Godman Company, J. O. Moore. 
in the address he gave before members of the National 
Shoe Manufacturers Association last month on the eve 
ot the Fall Leather Show in New York. The major 
portion of Mr. Moore’s address, which made a pro- 
found impression on all who heard it. is reproduced 
on page 44 of this issue. 

Judging from the comment heard following this ad- 
dress, there are many in the trade who share Mr. 
Moore’s views that by and large the shoe industry has 
failed to grapple resolutely with its labor problems and 
to deal intelligently with some of the other factors that 
enter into current costs of shoe production, with the 
result that prices have risen to and remained at levels 
which have tended to discourage a healthy consumer 
demand. Others have called attention to the competition 
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that the shoe trade is experiencing from industries that 
they feel have been more alert both in the development 
of new and highly efficient production methods and in 
the promotion and marketing of their products. To a 
degree, no doubt, their viewpoint can be justified by 
conditions that exist in certain factories or in certain 
areas. But do they exist to an extent that justifies us in 
assuming they are characteristic of the industry at 
large? And where they do exist are they not in many 
cases the result of individual or local causes and con- 
ditions that are largely beyond the control of the manu- 
facturers most affected? We feel that this is true, and 
viewing the situation broadly we see little cause for 
serious apprehension. 


ALONG with most of the other apparel industries. the 
shoe business today is experiencing to a marked degree 
the impact of readjustment following the postwar-boom. 
Like the other apparel trades, shoes enjoyed a consider- 
able edge in the period during and just after the war 
when many other lines of goods were virtually off the 
market. Employment and incomes were at an all-time 
high, millions of veterans, with discharge pay in their 
pockets, were stocking up on civilian clothing and foot- 
wear, there was little if any disposition to question or 
quibble about price. People bought clothing and shoes 
more freely, partly because they had the money to buy, 
and partly because other things they might have bought 
were not at that time readily available. 


Now that picture has changed. Employment has re- 
ceded somewhat. Take-home pay is likely to be a little 
less. The rush of postwar demand for certain kinds of 
merchandise, including shoes, has slowed down a bit. 
There are many, many other things to buy today, inter- 
esting, enticing things that people have been waiting 
for a long, long time. Television and the new talking 
machines that never run down; electric cookers and 
deep freeze units. Automatic washers of many kinds; 
refrigerators and new types of radio receivers. New. 
sleek-lined motor cars; pay a third down and drive 
away. Prices on many of these items are being reduced. 
The American people have gone on a gadget-happy 
spree. Result, for the time being at least, is a certain 
amount of discomfort for industries whose products 
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\N They just can’t take it! 


Genuine reptiles are usually bark- 


tanned and are quickly and perma- 


nently discolored by steam. 


De not attempt te steam-soften 
thermoplastic bex tees in rep- 
tile uppers. Get your Beckwith 
agent’s recommendation in 
| advance of cutting uppers. 
Depending upen which prac- 
tice your conditions best faver, ~\ 
\ he ean either supply you with 
dry heaters or arrange fer your 
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temporary use of canned pre- 
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Hali-Billion Pairs 
Shoe Market Goal 


J. O. Moore Tells Manufacturers Increase Is 
Possible if All Segments of Industry Co-operate 
and Develop Better Production Methods Plus a 








J. 0. MOORE 


SPEAKING to members of the National Shoe Manufac- 
turers Association at their meeting at the Roosevelt 
Hotel, New York, on March 7, J. O. Moore, president 
of H. C. Godman Company, Columbus, Ohio, analyzed 
some of the current problems of the shoe trade and 
proposed, among other things, a production and market- 
ing goal of 500 million pairs per year. He believes shoe 
consumption can be increased by lowering prices and 
this he believes to be possible if tanners, manufacturers 
and retailers will share the burden of reducing costs. 
One way of accomplishing price reductions, in Mr. 
Moore’s opinion, is to reduce labor costs by increasing 
man-hour production: improved production efficiency 
through technology and otherwise could contribute to the 
same result. 

In discussing the problems of shoe production and dis- 
tribution, Mr. Moore said in part: 

“Over production or under consumption. This prob- 
lem is traditional. Leather and shoe manufactarers have 
the capacity to produce about 550 million pairs an- 
nually without too much strain. while the civilian 
population has not yet learned to consume more than 
425 to 450 million pairs per year. This 100 million pairs 
excess capacity hangs as a sword over the heads of all 
segments of the industry—tanner, shoe manufacturer 
and retailer alike. While some may think that a buyer’s 
market thus created works to the advantage of the re- 
tailer, make no mistake about it, it represents just as 
much of a hazard to the retailer as to the manufacturer 
or tanner. Failure to absorb full production at any time 
invariably results in distressed merchandise with which 
the retailer's own stock must compete. 

“This problem of excess productive capacity was with 
us prewar—it is back with us again. While natural con- 
sumptive capacity may have increased from prewar 
levels, it is also true that the ‘break even’ point of 
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More Dynamic Salesmanship 


tanners and manufacturers has gone up sharply during 
the same period. Where the average shoe factory could 
probably have survived, prewar, operating at 60 per cent 
of capacity, today’s survival level would probably be 
75 to 80 per cent of capacity—so the urge to produce in 
volume is great with less flexibility. In fact I seriously 
doubt if we would have a prosperous leather and shoe 
industry currently at less than 450 million pairs, while 
I do not believe over 440 million pairs were purchased 
at retail in 1948. Further “leveling off” of our general 
economy might bring consumption well below the 1943 
level. 

“I believe the truth of all of these things is pretty 
obvious. What is the answer? The answer is equally 
obvious. We cannot reduce production by arbitrary 
means, by saying you quit business and I'll run at 
capacity. We must not curtail production by voluntary 
means below a healthy profit level on a free competitive 
basis. Therefore there can be only one answer to this 
problem. 

“Can we increase consumption? Pairage consump- 
tion, yes, quite substantially. Dollar consumption, I 
doubt. 

“How can we increase pairage consumption? By in- 
creasing value, lowering prices, and by removing exist- 
ing obstacles to efficient retail distribution. 

“I wish we had the time to explore this fully, but we 
have only time to touch the high spots. 

“It is my guess that the nation’s shoe bill for 1948 
was about 234 billion dollars, representing about 440 
million pairs. It is my opinion that we have a reason- 
able potential market for 500 million pairs if we can 
produce that many pairs of good shoes for a total dollar 
outlay of 234 billion or less. It is my belief that we will 
have a far healthier industry in all of its branches—tan- 
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When the Box Is Opened... 


Does the Finish Help the Sale? 


Med 
[ores 


PRODUCTS OF 


B B CHEMICAL CO. 


BOTTOMS * HEELS © EDGES 


HIGHLY competitive selling conditions require that you 
give your shoes every advantage. Match the style and fit 
of your shoes with a finish that does them justice — a 
finish that appears as smart in the retail shop as when it 
left your packing room. 

Time takes a toll of finishes unless formulas are cor- 
rect for every run of leathers. Periodic checks by the 
United Finishing Specialist help you provide the perfec- 
tion of finish your customers appreciate and expect. If 
you have a finishing problem ... or want to improve 


your finishes ... phone for a United Finishing Specialist. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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IRVING SETTEL 


FOR the retail shoe merchant, direct mail advertising 
can be an extremely important medium. Many success- 
ful businesses have been built by employing this mode 
of promotion almost exclusively. Others have utilized 
direct mail to supplement newspaper and radio adver- 
tising. In every case, it has proved to be a substantial 
business getter. Its importance cannot be overempha- 
sized. Let us, therefore, probe into direct mail adver- 
tising to see what makes it tick. 

Basically, direct mail consists of any advertising 
matter which is sent through the mails directly to poten- 
tial customers. The message may be carried in the form 
of postcards, letters, leaflets, booklets, folders, broad- 
sides or catalogs. In contrast with other media such as 
newspapers. magazines or radio, direct mail is not 
accompanied by any “interest” or editorial material. 
Its success depends upon its own merits and its biggest 
competitor is the wastepaper basket. The recipient must 
be attracted to the mailing piece immediately or the 
costly advertising matter becomes scrap. Even with this 
important obstacle, direct mail possesses some intrinsic 
advantages, most important of which are as follows: 

1. Direct mail costs are more flexible than the costs 
of other media. You can spend as little or as much as 
you desire. 

2. Direct mail can be used with a minimum “waste” 
circulation. The advertiser selects the list of prospects to 
whom the piece will be sent. 

3. Direct mail advertising results can be checked 
accurately. Each recipient is known by the sender and 
can be subjected to various types of copy approaches. 
This means that, after testing. advertising matter can be 
improved. 

4. The advertiser controls his direct mail circulation 
as to amount, distribution and quality. He establishes 
and maintains his own list. He can send a personalized 
message and can devote more space to the recipient’s 
individual problems. In other words, he can sell his 
merchandise in terms of his customers’ specific desires 
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| DIRECT MAIL— 
». Effective Ad Medium 


by IRVING SETTEL 


The Proper Use of Direct Mail Can Build 
Substantial Business for the Shoe Retailer 


Who Knows How to Use It 


One of a series of articles giving the 
shoe retailer the means of producing 
sales-com pelling advertisements. 


and needs. This is an important advantage. 

Probably the most important element in successful 
direct mail advertising is the list or the names to whom 
the pieces are directed. It is the advertiser's task to 
establish his own list, upon which depends the success 
of his own campaign. 


Building the Mailing List 


Obviously, just any list of names would not serve too 
well as potential customers. For example, you wouldn’t 
direct a mailing piece offering an expensive shoe to a 
lower income group of customers. Their interest in such 
an item would probably be negligible and their pur- 
chasing power low. You wouldn’t choose a list of chil- 
dren for similar reasons. You would desire a list, how- 
ever, of persons possessing the purchasing power and 
potential desire for your product. 

Building a good list is not a difficult job. It requires, 
however, rigid adherence to certain basic rules which 
are listed below. 

1. The names must be potential customers. The peo- 
ple on the list must be logical prospects for the mer- 
chandise advertised. The recipient must be in a present 
or future position to adopt the ideas you are trying to 
impart. 

2. The list must be up-to-date. Most people are in a 
censtant state of flux. They are always moving. They 
get married. They have children. They die. A good list 
changes with similar regularity. 

3. The list must be accurate. One of the surest ways 
to antagonize a customer is to misspell his name or call 
him “Mrs.” instead of “Mr.” When you are gathering 
your list, it is essential to get correct information as to 
spelling and other details. This, too, must be kept up-to- 
date to insure accuracy. . 

4. The list must be complete. It should contain com- 
plete data which will enable the advertiser to know his 
prospects well. If possible. a list should contain age. 

[TURN TO PAGE 60, PLEASE] 


Boot and Shoe Recorder 











47 


April 1, 1949 








As Noaticnally Advertised in the April Issue of “AMERICAN JOURNAL OF NURSING” and "R.N. A JOURNAL FOR NURSES” 


FOR THAT TRIM 



























N.1.T. MODEL 


Nurses in Training 
White Glovelk 
Duflex Nop White Sole & Spring Heel 
Also made with 101/2/8 White 
Heel and Sole 


88 Sizes : 
4-12 AAA—AA 
314-12 A—B—C rs. 
Cr~, 


$7.95 


Retail Price 












Like your uniform, cap and pin — this shoe says Registered 
Nurse. Its trim, smart “Professional” styling makes it the favorite 
of Nurses who take just pride in their profession. Because 
it's a “CLINIC”, you can depend on traditional “CLINIC” comfort 
and quality: The same gentle support that keeps your step 
light and brisk; the same top-grade, shape-retaining leathers that 
stay fresh and smart so long. Slip into a pair at your Clinic 
Dealer’s—enjoy a new experience in comfort. If you don’t know 


your Clinic Dealer, drop us a card for his name and address. 
CLINIC OFF DUTY 
SHOES 

IN BROWN OR BLACK 
ALL STYLES $8.95 
(IN CANADA: $11.95) 


Sold only through Clinic Dealers 


$7.95 to $9.95 


According to Lecthers 
(in Canada: $10.95 to $12.95) 


Catalog showing all Clinic Styles will be sent on request 


THE CLINIC SHOE 


for Young Women in White 


Buy two pair Wear one pair 


for longer wear every other day 


THE CLINIC SHOEMAKERS © toriccistieee: ¢ ST. LOUIS 3, MO. 
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ST. LOUIS SEES GOOD 
SPRING BUSINESS 


Witu the approach of April, down- 
town buyers here were pretty much in 
agreement that the success of the 
Spring selling season would depend 
on good weather and special promo- 
tions. The late Easter provides an 
excellent vehicle for tying shoes in 
with other Easter apparel, buyers 
point out, but warm sunny days will 
be necessary to make the formula 
work, they say. The upsurge in store 
trafic on such a week end early last 
month probably was the cause of this 
belief, as shoe men reported a notable 
response of the feminine consumer in 
that brief interval. 

By prewar standards, the retail shoe 
business in St. Louis this Spring ob- 
viously will be exceptionally good. 
But equaling last year’s volume or 
approaching the corresponding period 
of 1947, shoe men say, will be a tough 
proposition. The outlets which do, 
buyers state, will likely do so at the 
expense of their competitors. One re- 
tailer put it this way: “There won't 
be enough gravy for everybody.” 

As this is written it is, of course, too 
early to pass judgment on the Spring 
selling season. Source of the senti- 
ment as expressed by some of the 
more wary retailers, however. no 
doubt stems from the tempo of busi- 
ness during the first few weeks of 
1949. Sales of women’s shoes in St. 
Louis during January were off 26 per 
cent as compared with January, 1948. 
according to the latest available sta- 
tistics of the Eighth Federal Reserve 
Bank here. And men’s and boys’ 
shoes and slippers were off 6 per cent 
for the same period. 

Included in these statistics. com- 
piled from reporting department 
stores, was an overall report on all 
other commodities sold. which showed 
a decrease of 9 per cent. And sales of 
all commodities sold by department 
stores, according to the weekly report 
of the bank, for the first week in 
March, showed a decline of 7 per cent. 
However, that same week in 1948 was 
18 per cent ahead of the week in 1947. 

+ = 


PESSIMISTIC MOOD 
IN DETROIT 


Status of Detroit shoe trends is 
proving unusually difficult to analyze 
accurately, with the typical retailer 
continuing to feel that his own imme- 
diate situation and future prospects 
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are dim, until comparative figures for 
the past year are polled. In the ma- 
jority of instances, a careful check 
indicates that the volume of shoe sales 
has not failen off, and is, in fact, run- 
ning around ten per cent ahead of a 
year ago, at least in terms of dollar 
figures. 

Significant reason for the pessimistic 
meod which has prevailed in local 
stores has been a seasonal factor—the 
comparatively mild Winter, which af- 
fected the sale of rubber goods, and 
so hurt total sales volume. Straight 
footwear sales, apart from rubber, 
have remained firm, however. 

This condition, in Detroit, is borne 
out by a round-up of neighborhood 
merchants, where an early drop in 
sales usually takes place when purse 
strings begin to tighten. There was a 
slight late February and early March 
slump, but retailers report anticipa- 
tion of a quick pick-up. Average re- 
port, over-all, is that business is run- 
ning as much as 10 per cent ahead 
of a year ago. 

Situation was not quite so favorable 
in men’s shoe departments, but volume 












Monday Store Hours #215 te 8:30 


: “Pussyfooter”..; 
our newest 

De Liso Deb Shoe 
in supple suede 
12.95 






The coveted covered up iook in an 
imaginative wedgie shoe, all comfort, oll 
soft, supple suede. Black, novy or 
brown. Ours cione, Third Floor. 








“Pussyfooter” is the name Himelhoch's 
in Detroit, Mich., gave to their new 
all-closed soft shoe. 





was still slightly ahead of a year ago. 
Reason for the smaller increase ap- 
peared to be that the men’s field 
reached stabilization, relatively, of 
supply and demand, somewhat earlier. 

More aggressive merchandising tac- 
tics, in the form of late Winter sales, 
were a slight factor in building up 
recent volume. 

Perhaps the most significant trend 
of the times is increasing price-con- 
sciousness. Sales of higher priced lines 
in the typical small store appear to be 
slowing off, while there is some in- 
crease in the lower brackets. Indi- 
vidual customers are asking for some- 
what lower priced lines than before. 

Style trends locally are, in women’s 
lines generally, pointing toward an- 
other good season for open-type shoes, 
but with more interest in the shoe dis- 
playing only pattern-type open work, 
rather than the more casual designs 
popular last season. Color trends ap- 
peared to be strongly for black with 
Spring colors somewhat late in mak- 
ing their appearance as significant de- 


mand items. 
= = * 


PRE-EASTER BUSINESS 
GOOD IN CHICAGO 


CHICAGO retail shoe business, which 
lagged in February. accelerated early 
in March and gives every indication 
that pre-Easter business will be good. 
Men’s business has been poor, but 
women’s business has picked up, and 
children’s sales continue at a steady 
rate, 

Blue continues to gain in sales, al- 
though black calf and black suede are 
still the number one sellers. Open 
types will dominate Spring sales in 
all price categories except walking 
shoes. Adjustments on closed shoes 
are a persistent problem, and there 
are far more returns on closed than 
on open styles. Shoe men attribute 
this partly to the fact that many of 
the newer salesmen are not properly 
trained in the fitting of closed shoes. 
They also believe that many women 
have become so accustomed to the 
comfort and freedom of open shoes 
that they find the closed types con- 
fining. 

Patent is also gaining momentum in 
sales. Walking types in the upper 
price brackets are lagging. There has 
been a lull in casual buying except 
fer resort wear or those sold at Janu- 
ary sales. Business in casuals, how- 
ever, has begun to pick up and is 
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expected to represent a good propor- 
tion of regular Spring business. 

Most retailers are confident that 
business this year will at least equa! 
that of last year. A recent report of 
the Federal Reserve Bank reveals that 
dollar sales of shoe stores in Chicago 
for 1949 were 5.7 per cent ahead of 
those for 1947. ; 

Blues and patents are both getting 
a good share of promotional activity. 
O'Connor & Goldberg has devoted a 
number of advertisements exclusively 
to blue, referring both to navy blues 
and new blues. Carson, Pirie. Scott & 
Co. used a quarter-page advertisement 





for “Blueprints for Spring,” promot- 
ing a wardrobe of shoes for prints and 
This firm has also featured 
patents as “Shining Lights.” 

Sandal and open types dominate 
dressy shoe promotions, particularly 
those with the ankle strap. Chas. A. 
Stevens & Co. has offered “lacy suedes 
for glamorous late-day comings and 
and O'Connor & Goldberg 
gives the name “Lofty Lady” to an 
ankle strap platform in blue or black 
suede. 


woo'ens. 


goings” 


POLKA DOTS HIGH 
FASHION IN MIAMI 


SEVERAL new factors have entered 
into the shoe picture throughout the 
Miami area in the last few weeks. It 
is not Spring styles that are being 
highlighted, but what will be worn 
during the coming Summer. Women 
are now buying these early models and 
are carrying them back to their north- 
ern homes where they will be worn 
before local shops are ready to show 
advance styles. 

One important note is the run on 
polka dots. Very early in the season 
they were mentioned as something to 
watch; today practically all the lead- 
ing stores are featuring shoes in polka 
dots; many are being sold with match- 
ing bags. 

Casual shoes for Summer wear are 
getting a big play. From the low 
price bracket to the high fashion lines. 
casuals are going well. All sorts of 
casuals, made of raffia, reptile. suede. 
linen and other materials, are seen. 
And there is plenty of color every- 
where. 

High fashion right now in ready- 
to-wear is shantung. It is also seen 


50 





Polka dots are high fashion news for 

Spring, and the Coral Shoe Salon in 

Miami Beach, highlighted shoes and 
bag to match. 





in one of the popular new sandals. 
Linen also continues to be a favorite. 

Platforms are definitely in the pic- 
ture. Some of the most expensive 
models feature platforms anywhere 
from one to three inches. Wedgies are 
also important. This is particularly 
true of showings in the more exclusive 
shops. Reptile, kid, linen or suede 
combinations are shown in the wedge 
models. 

There appears to be a slight, very 
slight. trend toward the excessively 
ornate shoe. Buttons and bows, under- 
lays and stripping, all are being used. 
While there is no return to the garish 
decorative motifs of some years past. 
most shoes today show plenty of a 


subdued. graceful decoration. 
* * * . 


WICHITA WOMEN RESIST 
CLOSED SHOES 


A RELUCTANCE by consumers to 
purchase what they term the “Eastern 
look” in shoes—closed toe, closed back 
models—is being noted by leading 
women’s retail outlets in Wichita, 
Kansas. The resistance toward the 
closed shoe and insistence on the more 
customary open styles has hit all price 
fields, a survey of local stores has dis- 
closed. The trend is continuing de- 
spite extensive promotions for the 
closed patterns by retailers. 

“The women of Wichita. and the 
Midwest in general, will not give up 
the ‘foot freedom’ which they have 
enjoyed in the past.” commented the 
manager of the shoe department in a 
leading department store. He cited 
numerous newspaper advertisements 
and window displays he had utilized in 
the attempt to sell women here the 
closed styles being stressed by fashion 
magazines and manufacturers. “Yet 
sales are still going at about a 3 to 1 
ratio for the open models.” he said. 


The demand for comfort and style 
in open models here is somewhat in 
contrast with the West Coast where 
reportedly the open styles are favored 
for their high style and femininity, 
local retailers said. Other shoe de- 
partment managers feel the same way. 
though they have expressed confidence 
that some variations of the closed type 
shoe would meet the favor of local 
consumers. 

Displaying a model featuring a 
closed back but open toe and a wrap- 
around strap, the manager of an ex- 
clusive shoe salon contended that “the 
treatment would be the determining 
factor in customer preference between 
the conflicting styles. 

“Many women are opposed to the 
closed type shoe, but will readily buy 
a closed back model if the toe is open 
and foot freedom is provided on top.” 
he noted. Some other variations also 
have been successful, he added. 

Another leading department store 
reported that about half of its Feb- 
ruary sales were in some variation of 
the closed shoe with strong demand 
for open toes. The head of the de- 
partment also indicated that the varia- 
tions and treatment were the factors 
determining the acceptability of the 
new styles by the customer. 





CALIFORNIA LEANS 
TOWARD LOWER PRICES 


SHOE retailers and buyers of depart- 
ment stores in the Bakersfield, Calif.. 
area say that they are buying with 
extreme caution for future needs and 
are making only short commitments. 
preferring to place smaller orders at 
more frequent intervals in most in- 
stances. although several buyers said 
that they were buying at about the 
same volume and at the same inter- 
vals as in November and. December. 

January sales had shown an in- 
crease over the previous month in the 
shoe department of Weill’s department 
store, according to Oscar Katz, buyer 
and manager of the department. He 
said that February sales were holding 
up well, too, and that he expected 
them to equal January. 

A feeling of discontent was evident 
concerning price lines among shoe re- 
tailers in the Bakersfield district, and 
the same sentiment was common 
throughout California, according to re- 
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Mail Order Business Boosts Sales 


BrookLyn, N. Y.—One of these days, Sylvia’s Shoes 
Mail Order, Inc., 1110 Kings Highway, is going to give 
Sears Roebuck some stiff competition. Started 15 months 
ago as a sideline of Jack Schwartz’s small retail shoe store, 
this mail order business has blossomed, with considerable 
sweat and money, into a business of several thousand 
dollars a year with customers all over the United States, 
Canada, Alaska, Hawaii and some parts of Europe. 

In December, 1947, Jack Schwartz embarked on his mail 
order venture with one employee and one style of shoe. 
Today, he has nine employees and a catalog with 40 styles 
of shoes, handbags and hosiery. But the voyage was a 
rough one. “It’s a hard business to master,” Mr. Schwartz 
said. “It’s a treacherous business, and requires a lot of 
capital. Advertising, which costs plenty of money, must 
be right, and the style of shoe must be right or you can 
lose your shirt in just one month.” Apparently, he has the 
right formula, because he currently advertises in 25 differ- 
ent newspapers and magazines, and plans to spend $50,000 
on advertising this year. 

Considerable capital is needed in the mail order busi- 
ness, because money is outstanding at all times. Ninety per 
cent of the business is C.O.D., and two or three weeks 
usually elapse before money for the shoes is returned. 
Service must be excellent, and refunds and exchanges must 
be made promptly—Sylvia’s provides five-day service. 

“The secrets of the mail order business,” Mr. Schwartz 
pointed out, “are right timing, and buying the right shoe 
at the right price. You have to give people something they 
can’t get at their own stores. You have to give them very 
high fashion shoes at a very low price. The combination 
of these two creates the demand.” The price range of 
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Sylvia's shoes is from $1.99 to $6.99, with wedgies some 
of the most popular numbers. 

“Added pitfalls of the business,” says Mr. Schwartz, 
“are returns of shoes from people who do not accept the 
shoes when they arrive—they have no money to pay for 
them. There’s the expense involved in shipping the shoes, 
and getting back of the refusals. And this percentage of 
returns must be kept at a certain minimum level or you 
lose money.” Sylvia’s had ten competitors at one time, but 
today they are all out of the business. 

To take care of the returns, Mr. Schwartz has set up 
Sylvia’s Outlet, a self-service store which caters to people 
who can’t afford to pay high prices for shoes. Here, shoes 
can be purchased for as low as 98 cents, and customers 
serve themselves. One or two sales clerks are on the floor 
to give assistance if it’s needed. Lots of returns from the 
mail order business are stocked in this store, but certai 
promotional shoes are put in, too. When shoes from Mr. 
Schwartz's regular store, Sylvia’s Shoes, are down to odds 
and ends and broken lots, they are sent to the outlet store 
which has become an essential part of the mail order 
business. 

Mail order is not without its unusual experiences. Mr, 
Marino, head of the mail order division. says that one 
type of non-profitable customer is the “habitual orderer.” 
It seems that there are certain people who have an ob- 
session for ordering articles like shoes with no intention 
of buying them whatsoever. When the shoes arrive, they 
refuse to accept them. Obviously, this is not only a loss of 
sale, but a loss of money in labor and shipping costs. 
However, legal action against such orderers is impossible, 
because anyone can order an advertised article, and refuse 
it on the grounds of dissatisfaction. Fortunately, Mr. 
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ports here; not only in shopping areas 
of this size. with a population of ap- 
proximately 160.000, but also in the 
larger cities like Los Angeles. Long 
Beach. Oakland and San Francisco. 
Price resistance was pronounced in 
top bracket footwear, and in all higher 
price lines, and most retailers were 
planning to concentrate on middle and 
popular price ranges for the immedi- 
ate future. One merchant plans to 
discontinue some high priced lines and 
add more lower priced lines. 

Marty Dimolfetto, assistant to Jack 
Unger. owner of Jack’s Shoe Store in 
the downtown shopping district of 
Bakersfield. said that price resistance 
was noticeable. and that consumer 
buying was more closely keyed to 





actual needs. “If people come in here 
with holes in their shoes, thev will 
buy,” he said. “but slowly and care- 
fully. with a lot of thought about dura- 
bility. fit and general utility. and a 
very sure idea about the price they 
can afford to pay. But if they have 
no holes in their shoes. then the going 
is tough. and urgent salesmanship is 
necessary. as well as patience, because 
people don’t hesitate to wind up with 
no decision, and walk out.” He said 
too. however, that sales were holding 
up fairly we'l in comparison with pre- 
vious months, and that the main con- 
dition was that customers were harder 
to please and were interested in lower 
price lines. 

Energetic promotions of work shoes. 
children’s shoes. and men’s and wo- 
men’s dress shoes in the middle price 
ranges filled the newspapers and the 
display windows throughout late Jan- 
uary and all through February. 

* * * 


BLUE STILL LEADS 
IN NEW YORK 
Navy blue is still the best selling 


color in New York women’s shoe stores 
and departments. As women begin to 
think of Spring clothes. more and 
more smooth leather in this color is 
being sold. Black. of course. con- 
tinues to sell in suede, and in calfskin 
and kidskin in more classic types. A 
number of high style stores have been 
featuring patent leather. especially in 
opened-up patterns. In other colors. 
red. green and toast are proving popu- 
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lar. Several merchants have empha- 
sized the importance of color this 
Spring and have referred to 1949 as 
a “color year.” 

The question of open or closed ha: 
not troubled New York retai'ers as 
much as it has merchants in other 
parts of the country. New York cus- 
tomers, they say, are more ready to 
buy closed shoes than elsewhere and 
it is noteworthy that some successful 
stores are doing business in both types 
of patterns. As one man put it, “We 
have hot numbers in closed, and hot 
numbers in open shoes.” He went on 
to describe one such shoe. a little bow 
sling pump on an 18/8 heel with a 
half-inch platform. This heel height 
is increasingly in demand in style 
shoes. 16/8 is also popular. Flats 
are as strong as ever in both wedges 
and outside hee!s. Platforms are very 
much in demand. 

The trend to softies seem to be 
growing. One retailer finds that his 
customers are showing a preference 
for unlined shoes because. he believes. 
they feel assured that the leather in 
these shoes must be good. This is a 
new point of view toward unlined 
shoes. Welts are being promoted with 
more success and there is a growing 
feeling that fashion welts are becom- 
ing popular for wear with Spring 
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Eye-catching ad which announced to 

interested New Yorkers the fact that 

Saks Fifth Avenue's children's shoe 

department would fill prescriptions 
for juvenile shoes. 


tweeds. One store reports very good 
business in an all-closed fashion welt 
on a 14/8 heel. 

Price is a question that all stores 
are taking very seriously into con- 
sideration with a strong tendency to 
lower prices wherever possible and 
to carry more stock in their lower 
brackets. With Easter coming as late 
as it does this year. merchants are 
thinking in terms of a two-month span, 
March and April, as the best basis of 
comparison with last year’s figures. 

* * * 


BLUE SLING PUMP 
LEADS IN LINCOLN 


B:i E has turned out to be the best- 
selling co or in women’s dress shoes 
in Lincoln. Neb.. so far for the Spring 
season. while leading style has been 
the sling pump with platform. All 
heights of platforms have been called 
for up to >s inch, but 5/16 appeared 
to be most popular. 

Casual types do not seem to be 
opening up as early as last year, and 
patents have lagged behind last year. 
but the consensus is that the unusu- 
ally severe Winter has been respon- 
sible. Two buyers asserted that while 
black shoes have not sold as readily as 





they did in late February and March 
of 1948. they were confident that black 
patents are about to open up. They 
predicted that over-all sales of better 
shoes for women would be slightly 
better than a year ago for the Lincoln 
area. One buyer pointed out that 
over 400 pairs of a new line had been 
moved already this year at $18.95. 
which would indicate that fashion- 
minded Nebraska women still want 
good shoes. 

Colors most in demand are blue. 
green. gray. shades of brown and 
shades of rust. Red is generally ex- 
pected to pick up as the season ad- 
vanced. Calf has been the number 
one material to date. with suede sec- 
ond. Patent has been moving up to 
third place. but reptiles. especially the 
colored snake, have a very good out- 
look. 

Shell pumps have picked up in de- 
mand in better shoes, it was noted, but 
they still trail the open toe sling 
models in popular demand. Opera 
pumps slowed down as the Spring 
selling season has advanced. 
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Merry 

Blue Kid Suede 

Black Kid Suede 

Brown and White 
Wheat Linen and Brown 
All over White Kid Suede §& 
High and Cuban Heels 


450 if 


in Stock 









FLEX STEP SHOE CORPORATION 


KRISCHER, ROGERS & FISCHER 
Women’s Dress, Sport & Casual Shoes 
20 North FOURTH ST., PHILA. 6, PA. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Max yD thd? Wl Marke {s 


Chicago 


Goop business in outlying and smaller towns boosted 
lagging sales in Chicago and the Midwest area, and helped 
bring an optimistic spirit to wholesalers and manufac- 
turers. Reorde:s on Spring shoes from large stores, par- 
ticularly metropolitan department stores, have been com- 
ing in slowly. but those from the smaller and outlying 
stores are less cautious. 

Short term buying, with more frequent reordering con- 
tinues to be the accepted mode. Buying is now largely 
on a two-months basis, with some of it little more than 30 
days ahead. Manufacturers and wholesalers point out that 
this practice frequently makes it difficult to give the ser- 
vice retailers demand. At the factories, orders for in- 
steck styles can be handled quickly. But many of the re- 
orders are for seasonal style merchandise and can’t be filled 
immediately. Consequently. retailers who ordered too cau- 
tiously on certain current styles are going to be disap- 
pointed when they find they can’t get more of them quickly. 
Most factories are through now with production on fast 
Spring styles. Wholesalers. in particular. are finding it 
dificult to fill some fast orders. which retailers expect 
within a few days. 

Mail order and chain store shoe business has been good. 
although there was a lag in some other categories at these 
sources. Sales of Sears Roebuck & Co. for the year ending 
January 31, 1949, totaled $2.400,353,880 as compared with 
$2,112,471,127 in the corresponding period for 1947, an 
increase of 13.6 per cent. It is well to note. however. that 
the trend definitely established for this year is a consumer 
demand for lower-priced apparel. Hence, there will be a 
lower average selling price in all goods, including shoes. 

Despite the presence of a buyer’s market, there is at the 
same time a shortage of certain types of shoes. Crepe 
soles, which made a comeback last Fall. are still in heavy 
demand and supply is extremely short. This is one type 
on which factories are having difficulty keeping up pro- 


duction. 
St. Louis 


RECENT weeks have seen a revival of speculation con- 
cerning changes in price levels in the St. Louis market. 
But from the best available sources it appears that such 
talk is purely speculation. There has been an instance or 
two this Spring of the inclusion of lower-priced patterns 
into Spring lines. but there are no known instances of 
price reductions nor instances where any particular manu- 
facturer has gone on record indicating such a move. Auto- 
matic wage decreases based on the cost of living drop as 
recorded by the Bureau of Labor Statistics may have 
generated the speculation. 

Producers here feel that the tempo of business 


this 
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Spring has been satisfactory; that reductions, unless they 
were of large amounts, would make little difference in 
sales volumes. and that in the current highly competitive 
period the emphasis should be on high quality and clever 
promotion. 

Manufacturers admit they would like to be able to switch 
their production schedules to a more even operation the 
year round than to operate on a full blast followed by a 
sharp curtailment basis at various intervals due to seasonal 
demands as they have found it necessary to do in the 
return of the buyer's market. But this is characteristic, 
they say, and lower prices or any other known prescrip- 
tion probably would not correct it. 

Currently, the reorder business is holding up well for 
this period in the Spring selling season. although there 
has been some slackening in production as anticipated. 
Most houses at the moment are busy completing the 
sampling of their Fall lines, which, according to Arthur 
Gale. secretary of the St. Louis Shoe Manufacturers Asso- 
ciation. will total more than 8000 patterns to be displayed 
at the Third Fall Showing here late this month. 


New York 


M ANY problems were on the minds of shoe manufacturers 
last month—including income tax. Orders for immediate 
delivery and for April and May kept most factories oper- 
ating at a steady pace, but several manufacturers reported 
spotty operations. Some rush orders were also received. 

Retailers were buying closely, carefully and moderately. 
Uncertainty. caution and the fear of getting caught with 
large, high-priced inventories were given as reasons for 
short-term buying. 

Most manufacturers felt that shoes would have to be 
promoted mor,’ vigorously than ever before to overcome 


competition, to entice the consumer to buy, and to establish 


a reputation. Brand names were again emphasized as being 
important. 

Prices received less lip-service than in the past few 
weeks, perhaps because manufacturers. buyers and re- 
tailers realize that the lowering of shoe prices is virtually 
impossible in the face of continued high labor and high 
material costs. On the other hand. it is felt that the con- 
sumer. seeing that shoe prices remain firm, has started to 
look for the best buy in the combination of style. quality 
and price. “The consumer expects quality. What she wants 
is eye appeal in her shoes. We've got to cater to the whims 
and fancies of women in the business of shoe fashions,” 
one manufacturer of high style shoes pointed out. 

There wasn’t much talk either about the hot controversy 
en open and closed shoes which raged several weeks ago. 
This situation seems to have become more or less resolved, 
with manufacturers either concentrating on one or the 
other. or both. Now. of course. most shoes for Spring are 
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Golf Shoes: Tested 
Source of Extra Pairage 


[CONTINUED FROM PAGE 35] 


ers in 1949. This is a market which it 
would be unwise to overlook. 


What will they want in the way of 
footwear? 

The first thing to note is that a good 
golf shoe must fit the foot and that it 
must be sturdy enough to retain that 
fit and give proper support when pivot- 
ing, tramping over uneven ground, 
along the sides of sharply sloping fair- 
ways or through the rough. 

It must be weatherproofed in the 
seams and on the insoles since golf is 
not necessarily a fair-weather game 
and as often as not shots from off the 
fairway will find the golfer in terrain 
which is anything but dry; and it must 
be made of a leather which, as it dries, 
will retain its suppleness. 

Sole leather should be extra heavy as 
should innersoles. Full leather linings 
will add to the durability and to the 
shoe’s ability to keep its shape under 
any and all conditions. 

Spikes, say professionals who have 
given the matter more attention prob- 
ably than have the amateurs, are pre- 
ferred. Both backswing and follow 
through, to be well executed, require 
that the feet be firmly anchored since 
a slip or a slide will ruin the shot. 
These spikes, they have found, should 
be slender and spaced properly beneath 
the ball and heel of the foot in order 
to permit full pivot and follow through. 

Moreover, golf is a dress-up game. 
Trim flannel slacks have replaced the 
baggy plus fours of years ago. Bright- 
ly colored sleeveless sweaters are an in- 
tegral part of the costume on the cool 
days of Spring and Fall. Rain togs 
have been highly styled for wear when 
matches must be played despite the 
weather. It is definitely a colorful 
game, sartorially as well as otherwise. 

Styleful shoes, therefore, are promi- 
nent in the picture and many is the 
golfer who will elect to have two pairs 
—a plain all-over brown, for instance, 
for bad weather wear and white in 
combination with some other color for 
days that are fair and warm. There is 
a wide variety from which the golfer 
may choose—black and white saddle 
patterns or saddles of reptile leathers 
or prints. There are all-over whites. 
There are smooth and suede leathers. 
There are straight tips, wing tips, plain 
toes and moccasin fore parts. And all 
are built over lasts which have been de- 
signed to give the foot support at every 
point without interfering with its free- 
dom of action. 

Moreover, extra sales may be had by 
suggesting shoe trees for use when the 
shoes are in the locker; and still more 
extra business may be had by promot- 
ing the almost new spiked rubber which 
is fast growing in popularity. 
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Order NOW while complete sizes and 
widths are available. 








HERE is a shoe featured in our current national 
advertising* which has proven consumer demand. This 
is a typical example of the traditionally fine women’s 
footwear which The Krippendorf-Dittmann Company 
has produced exclusively for 77 years. 


Order this shoe today and send for 
our latest in-stock folder 


THE KRIPPENDORF-DITTMANN COMPANY 
New York Fate tps iT Building 


FOOT REST 


SHOES 


“Makers of women's fine footwear since 1872” 


* NATIONALLY ADVERTISED IN VOGUE, LADIES' HOME JOURNAL, GOOD HOUSEKEEFING, 
COSMOPOLITAN, AND WOMAN'S DAY. 





day and staying open until nine that 
night might be agreeable, but they 
were definitely opposed to staying open 
one night a week without delaying the 
store’s opening on the same ddy. 


Shoe Dealers Vote Down 
Night Opening Proposal 

CASPER, Wyo.—Shoe store retailers 
here have voted down a proposal to 
remain open one night a week until 9 
P. M., according to figures tabulated by 
the Casper Chamber of Commerce. 

R. S. Latta, secretary, said that ques- 





Store Reopens 


SouTH BEND, IND.—Reed’s Mary 
Jane shoe store has reopened in a new 


tionnaires had been sent to merchants 
who are members of the chamber ask- 
ing them to vote on the plan, and some 
of the shoe dealers expressed the opin- 
ion that staying closed until noon Mon- 


location at the corner of Michigan and 
Jefferson Streets, the heart of the 
downtown business area. Fred Evey is 
the manager. The store’s new quar- 
ters are 21 feet wide by 96 feet deep. 
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Hali-Billion Pairs Shoe Market Goal 


[CONTINUED FROM PAGE 44] 


ning. manufacturing and retailing—whenever we learn 
to produce and market 500 million pairs per year at 234 
billion dollars than to produce and market 450 million 
for the same total dollars. and I believe the 500 million 
pairs can be produced and marketed profitably for 2°; 
billion dollars whenever we see to it that the lower price 
per pair represents maximum attainable efficiency in 
manufacturing and retailing—in other words. greater 
value to the consumer. 

“It is quite true that a great part of the burden of 
providing a market for the productive capacity of the 
industry falls directly on the retailer. It is equally true 
that all three of the basic factors involved in developing 
such a market— Value, Price and Service. must start with 
the tanner and flow through the manufacturer and re- 
tailer. A legitimate and logical part of these three essen- 
tials must be provided by each segment of the industry. 
Neither retailer, manufacturer nor tanner alone can 
create the kind of values or prices necessary to market 
500 million pairs a year. 

“Let’s look at this matter of value and price. Gen- 
erally speaking the American people spend a pretty 
definite percentage of their total income for footwear. 
With income fairly level, they will willingly spend about 
the same number of dollars from year to year. Higher 
prices usually accompany high wage periods, low prices 
-—low wage periods: therefore this fairly uniform per- 
centage of income means fairly uniform pairage con- 
sumption (not production). Certain segments of the 
industry have been able to prove conclusively that for 
a given income level. lower price and greater values 
do definitely stimulate greater pairage sales. 

“Please understand that | am separating price and 
value. Increased value may mean better styling, better 
materials, better workmanship, greater comfort. Re- 
member that having a nine quadruple A at the right 
place at the right time may produce more pair sales than 
a dollar price reduction. But also remember that to the 
American public, under normal cornpetitive conditions, 
the dollar sign is still the mumber one yardstick for 
measuring value. I am told repeatedly that the con- 
sumers of footwear have no conception of the outstand- 
ing values which they receive in footwear as compared 
with other items of apparel. | do not agree with that. | 
believe they have entirely too well fixed in their minds 
the kind of values they got in footwear prewar. and are 
not going to buy extra pairs with enthusiasm until they 
can again see somewhat comparable values. according 
to their own yardstick. 

“How can we create better values and lower prices 
with the high break even point referred to? 

“We must first put out of our minds any thought that 
because we have a labor contract with a strong union 
at what we may consider high piece work prices, our 
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costs are fixed: therefore our prices must remain fixed 
at the present level and there is nothing we can do about 
it. This just isn’t true. I make the flat statement that it 
is not the production wages you pay today that keeps 
you from reducing your prices or increasing your values. 
During the past five lush years most of us, and other 
industries as well, pyramided expense on top of expense. 
a great part of it not necessary for efficient operation. 

“How many of you have really made a serious study 
of each item in your cost sheets and factory and dis- 
tribution overhead during the past five years. unless you 
have done it during the past three months when looking 
for orders? 

“What are you doing about the decline in manhour 
production? Manhour production in the average shoe 
iactory (I don’t know about tanneries) has gone down 
from 20 to 40 per cent since 1941, and most of us haven't 
had the guts to do anything about it. 

“Mechanically our machines are rapidly wearing out. 
Look at your repairs and machine parts accounts for 
1948. If it is less than $20.000 for a medium size factory, 
yours is the exception—up about 100 per cent in three 
years. Lacking the pressure of new methods and new 
technological developments, the incentive to replace 
worn out machinery suffers grievously. 


“M ECHANICALLY and physically shoe retailers are in 
better shape than manufacturers to do their part of this 
500 million pair job, but psychologically I think they 
are in worse shape. Never in my memory have we had 
so little real salesmanship in retail stores as today. Much 
of the market for today’s excess shoe production is being 
literally kicked out of retail stores by ignorance. in- 
difference and insolence. The owners and managers 
are to blame for that just as you are to blame for low 
manhour production and its adverse effect on prices. 

“I am not pessimistic. I am just realistic. The shoe 
and leather industry can produce and market 500 million 
pairs per vear, but it will take better engineering. more 
efficient factories, producing better values at lower 
prices than we have in prospect in the near future; each 
segment of the industry must carry his share of the in- 
ventory and distribution burden, and retailing must 
recognize that for that last 10 per cent it is not com- 
peting with the shoe store next door, or around the 
corner. but must develop a dynamic salesmanship able 
to sell the extra pair of shoes in competition with a new 
television set, a new automatic laundry, a home freezer 
or a new automobile. In short it will require a first 
class industry, with emphasis on technological and 
mechanical development and production line efficiency 
with an effective distribution system, attracting each 
year, to all branches, enough new blood and brains to 
perpetuate itself.” 
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Theirs Is a Family Shoe Business 


WHEN Sid and Flory Mendicino were youngsters in Grand 
Junction, Colo., they were undecided about their future 
work, but they were certain of one thing. It was not going 
to be the shoe business. Flory and Sid are sons of Dr. 
Frank Mendicino. chiropodist. and their earliest memories 
are of feet and shoes, subjects with which their father has 
been preoccupied for more than forty years. 

The Flory Shoe Company. 314 W. 17th Street. Cheyenne. 
Wyo., is headquarters of the business which the Brothers 





Exterior view, Flory Shoe Store, Cheyenne. Decorative 

wheelbarrow, left, and child's wagon, right, are attention- 

getting features of this display. Window themes are 
changed frequently. 


Mendicino intended to avoid. Some time ago they opened 
a store in Craig. Colo.. the third Mendicino shoe store, the 
other being at Salida, Colo. 

When the Mendicino boys finished college they drifted 
into the shoe business as naturally as water runs down hill. 
There was no escaping that shoe store background, a back- 
ground which has stood them in good stead every day they 
have been in the shoe business. 





Interior view of the Flory Shoe Store, illustrating shadow 
box displays. The luxurious leather upholstered seat, rear, 
curves with the walls for about 30 feet. 


Flory studied business and public administration in col- 
lege, writing his thesis on shoes. Sid studed art. Flory 
traveled for H. C. Godman Co. in the Rocky Mountain 
territory from 1938 to 1943. He was friendly toward the 
shoe business when in college. Sid not so friendly. When 
Flory, younger of the two, who became a shoe salesman at 
24, called his attention to a salesman’s job at the Tober- 
Saifer Shoe Mfg. Company, St. Louis, Sid took it. That 
was ten years ago when he was 26. He has since repre- 
sented that company in Wyoming. Montana, Utah and 
Idaho. 

A few years ago the Mendicinos decided they had had 
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SELL SLIPPERS... 
52 WEEKS A YEAR 


WITH 







her ee Naha 


by GERDA & 
NEW YORK 













REAL VALUE 
CHILDREN’S SLIPPERS 


They sell fast because of their 
easily apparent value and real 
practicability . . . and you'll 
keep your stock of sizes up 
te scratch with Gerda’s 
easy ‘‘daily or weekly 
fill-in plan." All Pat- 
a 7 Stock Always 
n izes. 
No. 251 
All Leather Snap 
Durable Soft Soles 
Colors: Red, Blue 
Sizes: 5-8 $1.45 
B'/2-12 1.60 





No. 241. Felt Gore 


30 oz. Weight Felt 
Durable Soft Soles 


Colors: Red, Blue 
Sizes: 8'/2-12; 12'/2-3 


$1.35 





No. 302 


All Smooth Leather Opera 
Hard Flexible Leather Soles 


Colors: Brown, Blue, Red 
Sizes: 5-8, @/2-12, 12%/2-3 
$1.50 


No. 402 


All Smooth Leather Bootee 
Hord Flexible Leather Soles 


Colors: Brown, Blue, Red 
Sizes: 5-8, 8'/g-12, 12'/2-3 
$1.90 


No. 404 


Some as cbove, 
with Soft Soles 


Sizes: 5-8, 2-12 


$1.80 


Packed in our 
New Gerdakins Boxes 


SEND FOR CATALOG 


GERDA FOOTWEAR CO., INC. 


GERDAGRAM FOR EXPORT 
158 DUANE STREET, NEW YORK 13, N. Y. 
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Store Distributes Profits Among Employees 





Officers of United Management Association which administers Stenchever profit- 
shearing plan. Seated fieft to right): Henry Nachimson, Blanche Richman, Max 


Bodner and Herbert Susser. Standing: Abraham Bre 


, Em | Fried . Sid- 





ney Goldman, Harry Bodner and Joseph Sachs. 


PATERSON, N. J.—At the annual em- 
ployee-employer dinner meeting held 
recently at the Suburban Restaurant in 
North Hackensack, N. J., Max Bodner, 
president of Stenchever’s Shoes, an- 
nounced to his employees that $14,117.58, 
representing 20 per cent of the net pro- 
fits for 1948, would be distributed among 
them. In addition, he revealed that $15,- 
685 was paid out by the firm in premiums 
for their personal insurance and retire- 
ment annuities during the year. 

This is the fourth year that Stench- 
evers’ has shared the profits of their 
three stores (Paterson, Passaic and 
Hackensack) with their employees, but 
the ninth year in which such employee 
benefits as health and hospitalization 
insurance, life insurance, paid vacations 
and retirement annuities have been in 
effect. In 1946, the largest profit year 
to date, $33,000 net profits were distri- 
buted, with employees’ shares ranging 
from $100 to $2500. 

In 1946, Mr. Bodner proposed to his 
employees his profit-sharing plan of 
dividing a minimum of 20 per cent of 
the net profits among them each year. 
His proposal was accepted, and the em- 
ployees formed the United Management 
Association, on a year-to-year contract 
basis, to represent them in discussions 
and arbitrations. They elected one of 
their number as president, currently 
Henry Nachimson, office manager of 
Stenchever’s in Paterson. A Board of 
Trustees, composed of employee and 
management representatives, was elec- 
ted to manage and control the affairs 
of the association. A rating committee, 
with one management and two employee 
representatives, was set up to determine 
each employee’s share of the profits on 
the basis of efficiency, seniority and 
responsibility. A new employee is eligi- 
ble for membership in the association 
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after six months, and for the retirement 
plan after five years. 

Contracts for the new year were 
signed by the management and employee 
representatives during the business por- 
tion of Stenchever’s meeting. Later, the 
following officers were installed in the 
United Management Association: Henry 
Nachimson, president; Emanuel Fried- 
man, vice-president; Joseph Sachs, trea- 
surer; Sidney Goldman, recording sec- 
retary; and Mrs. Blanche Richman, 
corresponding secretary. Herbert Sus- 
ser and Abraham Brenman_ were 
retained as counsel, and Max and Harry 
Bodner as trustees. 

Profit-sharing is not a new idea, but 
it only began to catch on during the last 
war, and gained considerable impetus 
and publicity in the postwar period. To- 
day, there are more than 90 companies 
who have some form of a profit-sharing 
plan in operation, including Colonial 
Tanning Co., Geo. Gillis Shoe Corp., 
John E. Lucey Company Inc., Nunn- 
Bush Co., and Stenchever’s Inc., (one of 
the few retail stores having such a 
plan). There are many forms of profit- 
sharing, but they all come under this 
definition by the Council of Profit-Shar- 
ing Industries: “Profit-sharing is any 
plan under which an employer pays to 
all employees, in addition to good rates 
of regular pay, special current or de- 
ferred sums, based not only upon indi- 
vidual performance, but on the prosperi- 
ty of the business as a whole.” Stench- 
ever’s uses the Associative Plan in which 
the profit-sharing features are trans- 
ferred to an independent association 
like the United Management Associa- 
tion. 

After years of studying employee- 
employer relationships, Mr. Bodner de- 
cided that profit-sharing and other em- 
ployee benefits would insure greater 


sincerity of personnel in their work, 
lower operating costs, increased earn- 
ings to employees, and would give them 
an opportunity to share in the opera- 
tion and management of the business. 
He feels that the dignity of the individ- 
ual worker must be recognized by man- 
agement, and that it must create instead 
of destroying. Mr. Bodner expressed it 
this way, “Fair play, true co-operation 
and a general understanding is the way 
to achieve a healthy relationship. As we 
study the workings of the human mind, 
we find that a lack of positive under- 
standing brings forth fear, and it is this 
fear which breeds the feeling of insecur- 
ity. Insecurity, whether actual or ima- 
ginative, certainly makes for discontent 
which results in poorer and less efficient 
work and a loss of business. It is this 
condition that has been and is so dis- 
turbing to most employees and employ- 
ers. We believe that our plan is a step in 
the right direction. 

The present percentage of profit-shar- 
ing distribution is pegged at a minimum 
of 20 per cent of net profits for the year, 
but Mr. Bodner’s ultimate aim is to in- 
crease it to 30 per cent and eventually 
up to 50 percent. He said, “As the busi- 
ness grows more solid over the years, 
I hope to put one-half of the profits back 
into the business, and divide the other 
half two ways among my employees: one 
half for insurance and retirement annui- 
ties, and the other half in cash.” 

The plan is apparently a success, for 
relations between Mr. Bodner and his 
“associates” have been smooth, so 
smooth that Stenchever’s today is one of 
the largest independent retail shoe 
stores in New Jersey. But the best way 
to observe the plan in operation is to 
visit any Stenchever’s store where the 
enthusiasm and spark of initiative of 
the employees shows the healthy, “get- 
up-and-go” spirit of the organization. 





Heads Canadian Shoe 


Retailers 


TORONTO, ONT.—The recent annual 
convention of the Canadian Shoe Retail- 
ers’ Association at the Royal York Ho- 
tel in Toronto elected Joseph K. Ken- 
nedy, of Saint John, N. B., president of 
the organization. 

The three-day conference was at- 
tended by shoe retailers from all parts 
of Canada. At one ofthe sessions, a 
forum on “Public Relations for Shoe 
Men,” speakers suggested that the asso- 
ciation should undertake an educational 
campaign to tell Canadians what to look 
for in purchasing shoes. A committee 
representing the whole industry (tan- 
ners, manufacturers and _ retailers) 
should be appointed to “think out the 
problem,” it was advocated. 

Chairman of the forum was Charles 
Watson, vice-president of Canadian 
Breweries, Ltd. Wind-up event of the 
conference was the “Cinderella Ball”, 
open to the public. 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 54] 


of the open type or the closed type with open treatments. 
And Fall should see an increase in the production of 
closed shoes, but that’s to be seen. 

The attitude of caution has also penetrated the buying 
psychology on colors. There's more buying of the basic 
colors such as black, blue and brown, which is coming in 
strong for the Spring. Reds and greens have picked up. 
but runs on high colors have been patchy, except in the 
case of novelty type manufacturers. One manufacturer 
said that the orders of high colors have been on a “music 
sheet” pattern. 


New England 


With few exceptions. the only New England shoe fac- 
tories showing any degree of sustained activity in mid- 
March were those making women’s popular price nove'ties 
for quick delivery. Firm commitments for post-Easter de- 
livery were rare, although some factories reported an in- 
creasing interest in white shoes of various types. Higher 
grade shoe manufacturers. also in the women’s field. re- 
ported sporadic business being booked by their in-stock 
departments. By and large. however, factory activity 
during much of the month of March was lower than at 
the same time last year. and buyers in the market have 
shown increasing resistance t9 prices. 

In the men’s field there is a feeling that April will see 
a resumption of activity in work shoe factories and also in 
men’s dress shoe factories making light-weight footwear 
designed for hot weather wear. 

An analysis of the Bureau of the Census statistics made 
by the New England Shoe and Leather Association shows 
that this section of the country manufactured 140,399,000 
pairs during 1948, a decrease of three per cent from 1947. 
This total, however, represented 30 per cent of all shoes 
made in the United States. Shipments were slightly higher 
than production, NESLA reports, the total being 140.415,- 
000 pairs. with an average factory value of $3.68 per pair. 


Import Duty Asked on 
Waterproof Footwear 


Jounson City, N. Y.—Restoration of a 25 per cent 
tariff on waterproof footwear from Czechoslovakia is re- 
quested in a petition to Congress which has already been 
signed by more than 2000 Endicott Johnson Corporation 
employees. 

William Ott. chairman of an employees’ committee cir- 
culating the petition, said the first batch of signatures 
were mostly from those working in the rubber division 
of the company. Other petitions are being prepared for 
other factories. They will be submitted to the House 
Ways and Means Committee and the Senate Finance Com- 
mittee. 


Mr. Ott said imports of cheap Czechoslovakien footwear 
are partly responsible for curtailed working schedules in 
plants making waterproof footwear. With wages consti- 
tuting about 46 per cent of manufacturing costs, Com 
munist-dominated Czechoslovakia has a big advantage 
with cheap labor. he declared. 
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3th Selling Month 


WITH 


TYPHOON Air Conditioning 


S-T-R-E-T-C-H your 
selling year, salvage 
many days and weeks 
that are now written off 
the calendar because of 
heat and humidity. 
Typhoon air conditioning 
units put an extra month 
in the profit column. 


Ruggedly engineered, 
Typhoon units have over- 
size coils to wring out 
humidity, and a dual 
control grille for efficient 
distribution of air. To get 
the most air conditioning 
at lowest dollar cost per 1% to 10-Ton units 
ton, see your Typhoon 

distributor. 














Write for “Cold Facts About Air Conditioning” to Dept. SR4 


TYPHOON AIR CONDITIONING CO., Inc. 


794 Union Street + Brooklyn 15, N. Y. 
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Direct Mail-Effective Ad Medium 


sex, education, financial] status and any 
other pertinent information which can 
be obtained. 

5. The list should be free of duplica- 
tion. In gathering lists from separate 
sources, it is important that there is 
no duplication of names. If one person 
receives two identical mailing pieces, 
the effect of both may be lost entirely. 


Gathering the Names 


Mailing lists can either be bought 
or built. There are companies which 
specialize in compiling and selling lists. 
You can buy a list of names in practi- 
cally any desired quantity and grouped 
in varied categories. You can purchase 
names of people in your own town listed 
according to income bracket groups, 
neighborhoods, educational qualifica- 
tions, etc. Remember, however, that 
“canned” lists can be obtained by any- 
one who is willing to pay the price— 
and that includes your competitor. 
“Home made” mailing lists, although 
more difficult to obtain, are usually more 
effective, for they represent a more care- 
fully selected group of people whose 
names make up a list available to no 
one else. 

For the shoe merchant, great oppor- 
tunities exist to build an excellent mail- 
ing list in his own store. Following are 
a list of convenient sources: 

1. Charge account customers whose 
names and addresses you already have 
in your account books. 

2. Present and past cash customers. 
Salesmen should take the time to write 
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down all necessary information with 
each purchase. 

3. Answers to advertisements solicit- 
ing mail orders. The use of a coupon at 
the bottom of your newspaper adver- 
tisement will facilitate the ordering and 
give you the information you desire. 

4. Names of friends submitted by es- 
tablished customers. inexpensive gift 
items offered for each name submitted 
will stimulate action. 

5. Names from newspaper announce- 
ments of births, engagements, weddings, 
graduations, etc. 

6. Municipal records of licenses and 
permits usually available at tne city hall 
of your town. 

7. Payroll lists of local companies, 
sometimes available. 

8. Convention rosters, membership 
lists of commercial, professional and so- 
cial clubs. 

9. The main and classified sections of 
local telephone directories. 

i0. The exchange of lists with non- 
competitive but allied retailers. Shoe 
merchants can often find an effective 
list in the possession of a neighboring 
jewelry or furniture store. 

The chief precaution to remember in 
the use of directories is to guard against 
the use of out-of-date books. It often 
take months to compile a printed direc- 
tory and during this period many 
changes may occur. 

The compiling of an effective direct 
mail list, although not too difficult, re- 
quires care, patience and resourceful- 
ness. 


Classification of Lists 

After the names have been gathered 
in sufficient quantity, it is wise to give 
thought to the information which has 
been compiled. Correct classifications 
will keep your list alive and accurate. 
Most important is to divide your list 
into “active” and “inactive” groups. 
After subjecting your “active” custom- 
ers to a predetermined number of mail- 
ing pieces, unresponsive names should 
be transferred to the “inactive” file. 
This will keep your list alive with cus- 
tomers who react favorably to your sell- 
ing appeals. Other possible groupings 
include marital status, age, financial 
ability, etc. 


Maintaining the List 


Both the careful gathering and the 
accurate classification of your lists are 
almost useless unless these names are 
continuously maintained. Data changes 
will occur from time to time. These 
changes should be noted. Address 
changes are probably most frequent. 
Changes in marital status rank second. 
Intelligent “direct” advertisers dili- 
gently inspect their lists, making fre- 
quent changes. Care and patience in 
the tending of a “live” list will pay off 
in huge dividends. 

Next time, we’ll talk about the vari- 
ous forms of direct mail pieces and the 
methods of creating them in the most 
effective manner at the lowest possible 
cost. 








Theirs Is a Family Shoe Business 
[CONTINUED FROM PAGE 57] 


enough general experience in shoes to combine their talents 
and start a shoe store. Since 1933. Dr. Mendicino had 
worked chiefly as a chiropodist, but he knew the shoe 
business—knew it well, for he had operated stores of his 
own. He. too, came by the shoe business naturally. His 
father, Sid’s and Flory’s grandfather, was an old-time shoe- 
maker. Correcting foot disorders and fitting customers” 
feet properly has long been a kind of religion with him. 

The Mendicinos believe in the shoe business. believe 
customers of shoe stores are worthy of comfort and pleasant 
surroundings. They also believe that shoes are honorable 
merchandise, worthy of artistic presentation to the public. 
“Why not apply a little art to the shoe business?” Sid 
asked. Both Flory and Dr. Mendicino approved of the 
idea. 

The Mendicinos judged originally that a capital outlay of 
$5.000 would do the job: the final and total cost exceeded 
$10,000, not counting any pay for Sid who did the interior 
designing. Nevertheless, the Mendicinos believe that it was 
money well invested. 

They did not seek to command attention with the gaudy. 
the garish or with slogans in brilliant colors. Everything 


about the Flory Shoe Store is artistic, in good taste, giving 
it a solid, substantial atmosphere. This atmosphere is 
enhanced by its merchandise. as it carries high grade lines 
of shoes exclusively. 

The new store made an unexpectedly favorable appeal 
to children from the opening, its luxurious appointments 
dispelling impatience and restlessness among them. A de- 
cided bid is made by this store for juvenile business, with 
a wide selection of shoes for youngsters and teen-agers. 

Theoretically. Sid is only a casual participant in the 
Flory Shoe Store, his work as salesman keeping him away 
much of the time. But family cooperation in the shoe 
business is a tradition with the Mendicinos. ° Flory is the 
administrator. Dr. Mendicino the expert when difficult fit- 
tings occur. while Sid sees that merchandise is tastefully 
advertised. 

Sid’s training in art has proved most practical in build- 
ing economical. eye-catching displays. Give him two or 
three boards, saw, hammer, nails and some paint or water 
colors, and he'll create an attractive fence, a ladder, maybe 
even a wheelbarrow for background. 

When the Mendicinos looked around for a name for their 
store they decided Mendicino was too long. Sid was too 
short. Flory was just right. It has proved a handy, euphe- 
mistic name. but the Mendicinos would sell a lot of shoes 
under any name. 
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“ You Oa Say aware r 


Again”! 





The STORY OF TWO WHITTLERS cane 


There were two whittlers, each with a piece of wood 

and a good sharp knife. Each was trying to sell his prece 

of wood, but at the moment nobody seemed to 

want any- So the r sat down and whittled. 
Pretty soon his piece of wood was shorter and smaller, 
and he tried to sell it for less- Still nobody wanted it. 
He whittled and whittled and this kept 0” till all he had 
left was 4 few shavings and he went out of business: 


The other whittler did some planning and put some 
t into his whittling. And when he got 
d sculpture which people 


first whittle 


creative though 
through he had a very nice Woo 

did want He sold it for enough money to pay for his 
wood and give him three squares 4 day. 


MORAL: There’s more business in building UP 


than in cutting down quality and price. 
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The Best for the Budget Shop 


panels of perforated transite, framed 
in rift oak, and decorated with small 
spot displays on each panel, catches the 
eye of the customer from a distance 
and attracts her to it. Major displays, 
single white panels set on eye-catching 
vermilion panels, are placed at each 
end of the alcove and are designed with 
individual brass platforms repeated to 
feature a large number of daily spe- 
cials. 

To aid the air circulation in this de- 
partment, the background wall is set 
about a foot behind and free of the 
hung ceiling, stopping about 18 inches 
above the new soffit, permitting the air 
to flow over and down. 

Because the East elevators are the 
least used in the store, special] emphasis 
was placed on their lobby to encourage 
traffic in that area. Here, despite 
limited space, a striking effect was 
achieved by a design of handsome 
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curved display panels and a recessed 
circular wood ceiling grille, finished in 
dark, arresting tones. One of these 
panels was painted an unusual shade 
of persimmon-orange—a warm and in- 
viting background for the sportswear 
department. The other colors in the 
women’s wear area are concentrated 
mostly in the interior of the hanging 
cases which are clear, light yellow with 
persimmon touches here and there. 
Further accents of color are aqua- 
marine, together with grey, sand and 
raisin brown. Canopy columns, dividers 
and chair coverings are in various 
harmonizing shades of greyed olive and 
greyed chartreuse. 

To produce the lively, yet subdued 
effect of gunmetal, and at the same 
time to keep the cost of remodeling 
within the store budget, Wells-Poeter 
covered the glass elevator enclosure 
with a hung plaster wall and painted 


the interior of the shaft black. 

A further budget provision was the 
requirement to re-use existing features, 
such as wall hanging cases, counters, 
etc., but the architect overcame this 
drawback by refacing and simplifying 
these and using the medium of light to 
make them fit pleasantly into the over- 
all pattern. The adjacent millinery de- 
partment, slipper bar, veiling section 
and a small accessories section involved 
merely a juggling of existing fixtures, 
simplified and repainted. The entire 
installation is designed to co-ordinate 
effectively with proposed intimate ap- 
pare] departments across the main cir- 
culation aisle. 

Thus the architects made the best 
out of the budget shop, showing how 
a small budget and good planning can 
turn a badly departmentalized and un- 
appealing area into an attractive and 
productive shop. : 





The Welt: Style 
Shoe for Tweeds 


[CONTINUED FROM PAGE 32] 


As a result of this thinking manu- 
facturers are using more extension 
edges on women’s welts and are empha- 
sizing those edges by squaring the toes 
and using white stitching. This trend 
is already appearing in Spring lines 
and will be seen in more Fall styles. 

A recent survey by the RECORDER of 
prominent retailers throughout the 
country brought out some interesting 
points. In answer to the question, 
“What do you think of prospects for 
sale of women’s welt shoes for com- 
ing Fall season?” slightly over half 
answered “good.” One merchant 
answered, “exceedingly good” and two, 
“very good.” Ten per cent of those 
answering expected their women’s welt 
business to be better than in 1948. Five 
per cent answered “poor” to the above 
question. Another five per cent were 
of the opinion that the success of the 
Fall welt business depended on how 
these shoes were promoted. 

To the second question, “What types 
of welts will you carry and what per- 
centages as between (a) ACTIVE 
SPORTS TYPES (b) FASHION 
WELTS”” there was a wide range of 
replies. The percentages on active 
sports types ran as high as 85 per cent 
from a high style shoe store in a big 
eastern city to as low as 10 per cent 
in an important West Coast high style 
store. Correspondingly, of course, per- 
centages on fashion welts ranged from 
90. per cent to 15 per cent. However, 
with some exceptions, the percentages 
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of active sports types and fashion 
welts, carried by the stores answering 
the questionnaire, were nearly even, 
usually in a 60-40 or 40-60 ratio. In 
the active sports types the thick crepe 
sole is the important feature. 

“Yes” was the answer in the great 
majority of cases to the third question, 
“Do you expect substantial demand for 
fashion welts if they meet require- 
ments in style and construction?” The 
question on price ranges at which the 
best business was expected, brought 
out a wide range of prices starting with 
$4.50 to $8.50 as the lowest range and 
$18.95 as the highest. More retailers 
started at $12.95 than at any other 
single price. Of these, half preferred 
the range to be from $12.95 to $14.95. 
The other half carried the price up to 
$16.95. Approximately one-sixth of the 
merchants answering the questions 
gave $18.95 as the top price. Approxi- 
mately 4 per cent stopped at $16.95 and 
4 per cent at $17.95. Next to $12.95 as 
the most popular starting price, the 
two prices favored were $7.95 and 
$8.95. $10.95 as a starting price was 
also given, but by a very small num- 
ber of retailers. 


Retailers’ Comments Interesting 


Some comments are worth quoting. 
“Welt construction has not kept pace 
with present demand for light and 
bright looking style shoes.” This was 
from a large eastern city. Also from 
an eastern city, “We sell a large per- 
centage of welt shoes and will continue 
to do so if they are styled right.” 
“Open-up styles and light weights” is 
the need according to a mid-western 
city. From the West Coast come two 
interesting comments: 1. “Many women 


today are looking for good looking 
fashion welts for real walking com- 
fort.” 2. “Fashion welts are definite- 
ly in the contemporary picture—welts 
that show style ingenuity, last distinc- 
tion and which reflect the new tailored 
look, especially for career women.” 
From the southwest we have this, “Bet- 
ter styling required. More real com- 
fort features needed.” These sugges- 
tions and comments have come from 
two eastern, inland cities: 1. “Have 
done a very good job on 18/8 spectator 
pumps and a lousy job on 10/8 to 14/8 
sport types.” 2. “Flexible sole types; 
soft leathers, elk and others; 12/8 to 
14/8 heel types.” From a borderline 
southern city, “Welts are slow now but 
could stage a comeback by Fall.” And 
from a southern city, “They will be 
better this Fall in my opinion than they 
have been in the past two seasons.” 
All of which sounds as though mer- 
chants have come to some pretty 
definite conclusions regarding welt 
types, their styling and their selling 
potentialities. As far as we can see, 
there are very good prospects now for 
welt business in the stores and for even 
more this coming Fall. Newspaper ad- 
vertisements are coming out more bold- 
ly in showing and stressing the style 
importance of walking shoes, of ex- 
tended edge soles, square toes and a 
swagger look. As long ago as last 
October one New York high style store 
ran an ad with this headline, “Sturdy 
young fashion welts scheduled for an 
active life.’ A very smart girl in a 
swagger tailored suit topped the 
column and three very style-right flat 
heel shoes were featured. The price 
quoted, it should be noted, was $8.95. 
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Shoes in the News 








To date biggest news in boots has been the acceptance of cow- 
boy boots and for half Wellingtons which Air Corps vets and 
GI's have brought home. Now comes the low cut military 
type boot which is currently a campus sensation. It looks like 
a built-up version of a plain toed loafer and it’s good for 
wear now with rolled-up slacks, jeans and levis and for cold 
weather wear next Fall. Illustrated right, Freeman’s Jodhpur, 
and left, a pattern from Curtis Shoe Co. with a pull on 
D-ring at side. 
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“ 

S ort SHOES” have a number of interpretations these 
days. Just now most people apply the term to shoes made 
without toe boxing and counter, or a minimum of counter. 
But, actually, all the opened-up shoes on cushioned plat- 
form soles are also “soft shoes.” 





Soft upper and soft sole in 
multicolor draped kidskin 
casual sandal with “Airfoam” 
sole of foamy ventilated 
latex. From San Loo. 











During the past year oz two rubber has been playing an 
increasingly important part in the shoe industry. The 
tremendous popularity of rubber crepe soles on sport shoes 
is the outstanding example of this trend. Other rubber 
soles with special features have also been used by one or 
two shoe manufacturers to give this much-desired resiliency 


and comfort of tread. 
¥* * * 


THE New Look in women’s apparel and accessories was 
followed not long after by the Bold Look in clothing and 
shoes for men. As a part of this development, the Bold 
Look has been repeated in footwear designed for the boy, 
so that his shoes have the masculinity and rugged appear- 
ance of those of his father. Anything which contributes to 
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this appearance—whether it be heavy soles, heavily per- 
forated areas, heavy leathers, or bold decoration—is sure 





“Pistol Pete,” exemplifying 
the Bold Look, with cart- 
ridge-like rivets in the tip 
and quarter. Heel pad car- 
ries the name of the shoe. 
Huth-James Shoe, Inc. 














to attract the young male customer and to make added 
sales for the shoe store. 





Left, top: Grey patent leather combined with brown suede. 

Bottom: Green patent ieather with matching suede. Both 

designs by Grace Powell. Right, Top: All-over brown patent 

leather with three tones of brown in striping. Bottom: All- 

over gunmetal one-eyelet tie, lacing to be matched to costume. 

Both designs by Meri Miller. All four pullovers courtesy 
Colonial Tanning Co. 





Mail Order Business 
Boosts Sales 


[CONTINUED FROM PAGE 51] 


Marino says that the percentage of habitual orderers is 
low. Then, there are people who will say that they have 
never received the shoes they ordered, when in fact they do 
have them, and just hope to pull a fast one on the store. 
But Sylvia’s accounting system eliminates many losses 
from this sort of ruse. 

Mr. Schwartz emphasized, “Mail order is not a rosy 
business. I have made costly mistakes in the past, and if 
I hadn’t maneuvered right, I would have been hurt badly.” 
From the rapid growth of the business and his future 
plans, he must have the dazzling maneuverability of a 
Saturday afternoon halfback. 
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SANDAL SCOOP of «4. YEAR! 


AN FULLY LINED 
‘ GENUINE ELK LEATHER 
FULL GRAIN 
LEATHER 
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PANOLENE SOLES 
FOR LONGER WEAR 
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No. 8270 Red 


| 
| No. 827i Brown 
THE “INVISIBLE” SHOE FORM! | i. own i 
| No. 8273 G 
FITS ANY SHOE! FITS EITHER SHOE! ‘ is 
One form for all sizes and styles... casuals, high heels, slings, ankle Also Available — No. 8100 
straps, etc. Looks like human foot yet does not hide trade mark on insole! GENUINE ELK LEATHER UNLINED SANDALS 
ee ae eee Long-Wearing Rubber Soles Red, Brown, White 
$1 5.00 per dozen pair. Sizes: 41/2-3 $1.30 
(Orders for six pair or less will be sent C. O. D.) 
; ; IN STOCK FOR IMMEDIATE DELIVERY SAMPLES ON REQUEST 
See your local jobber or order direct. 
Write for catalog, “MODERN DESIGN ON DISPLAY.” Illustrates individual Certain territories open for this and many other 
plastic display fixtures. No obligation, of course. items. Salesmen's inquiries will be considered. 
Representatives in principal cities. Trade Mark registered.* 
ADVANCE FOOTWEAR COMPANY 
ROGER KENT COMPANY. Dlestics Home of BLUE JAY JUNIORS 
ei ‘ 7 ca . SEND FOR ILLUSTRATED CATALOG 
211 N. Seventh St st. Louis 1, Mo. 134 DUANE STREET NEW YORK 13, N. Y. 














Editorial Outlook problems, as indicated by the kind of critical self- 

analysis that Mr. Moore’s study reveals. 
[CONTINUED FROM PAGE 42] The shoe trade was one of the first of the apparel 
afford fewer thrills and less of glamour. industries to undertake the kind of scientific research 
Nevertheless, people must have shoes. They bought study of consumer attitudes embodied in the Roper 
almost as many pairs in 1948 as they bought in “47. survey, and one of the first to inaugurate a well con- 


They will hardly buy less in “49: if the forecasts of well ceived nation-wide program of public relations. It has 
informed analysts come true they may buy considerably shown a high degree of resourcefulness in adjusting 
more. Inventories, both closet and otherwise. are prob- processes and products to new trends in consumer think- 
ably somewhat less than they were six months ago. ing, as reflected, for example, in the development of 
As for prices, that problem is more than likely to take casual footwear. An alert, intelligent, resourceful indus- 
care of itself. Under a free economy and in an industry try supplying a basic necessity is not likely to fall far 
as competitive as shoes, it usually does. Already we are behind in the competitive contest for survival and 
witnessing some indications of a lower price trend. It success. 
will be interesting to observe what further evidence of 


this appears as new Fall lines come on the market. An 
orderly price adjustment, where adjustment is due. is Coward Offices Moved 
more to be desired than the toboggan slide that some- New YorK.—The Coward Shoe executive offices, in- 


times results when a declining market gets beyond con- cluding the buying. merchandising and advertising divi- 
trol. If general business holds up reasonably that kind sions, have moved from 270 Greenwich Street to the 
of drastic liquidation is unlikely. Empire State Building, New York City, it has been an- 

There are weak spots in the shoe business today. but nounced by Albert S. Aronson, vice-president and gen- 
the structure as a whole, we believe. is sound and stable. eral manager. The following departments and personnel 
Many of its units have enjoyed a remarkable period of | are now located in the Empire State Building: Men’s 
expansion and prosperity. They are well equipped to and children’s buyer. Jack I. Suttin: women’s shoes. 
withstand anything the immediate future is likely to William H. Krauss: casual shoes and slippers, Milton 
have in store. The industry as a whole is aware of its Shapiro: and hosiery and bags. Norman Flint. 
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After Easter—What? 


[CONTINUED FROM PAGE 34] 


women to begin buying white shoes for 
the Decoration Day holiday you will, no 
doubt, make white shoes and accessories 
one of your main May promotions. 
There are so many types of white shoes 
on the market this year that every kind 
of customer can be pleased. Take, for 
example, the low wedge heel strap 
shown here with matching white suede 
handbag. It is young but it could be 
worn with dignity—and comfort—by 
older women, too. Why not start your 
May white promotions with shoes of 
this kind and with sport shoes and spec- 
tators, leaving the more formal whites 
for later selling? Girls and younger 
women usually want to start a new sea- 
son earlier than anybody else, anyway. 
Why not direct your white shoe adver- 
tising to them and include in it white 
shoes for graduation? Remember, too. 
that the fresh look of white shoes is 
greatly enhanced by the addition of one 
or two white accessories. 

For the woman who wants to ease 
into Summer more gradually there are 
many pretty light colors and multi- 
color combinations in suedes, kidskin, 
calf, patent leather and reptiles. Some 
of these are deep enough in color to be 
wearable in late April and May with 
dark clothes. The practicality of such 
colors as the tri-color pink, green and 
blue combination in the cobra sandal 
and bag shown here, will appeal toe 
many women. They will wear thei 
Summer colored shoes and carry match- 
ing bags or other accessories all 
through the Summer on days when 
their clothes and the occasion call for 
color rather than white. 


Matching the shoe and costume fab- 
ric will be one of the smart themes for 
selling linen and shantung shoes and 
matching accessories. Nothing looks 
cooler or prettier in the Summer than 
such fabrics matched from head to toe, 
especially in the delicate colors or the 
deep glowing shades that are available 
this year. Straw, too, has its place 
here since it has the same warm 
weather look with its suggestion of out- 
of-door life and the straw matting and 
rattan blinds of Oriental countries. 





N. L. Woodward, Dean 
Of Last Makers, Dies 


NEW YorK. — Norman L. (Billy) 
Woodward, 74, a co-founder of the 
Sterling Last Corporation, New York 
City, and recognized as dean among 
last manufacturers of this country, 
passed away March 21st, at Hudson 
Hospital, Hudson, N. Y., following an 
operation. He had been admitted as a 
patient a week preceding. 

To stylemen and shoe factory execu- 
tives, the passing of “Billy” Woodward 
will bring memories of associations that 
cover many years in shoemaking his- 
tory. “Billy” Woodward had been ac- 
tive in the last industry for well over 
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to ring up sales more easily 








Designed to display children’s shoes to 


accent their maximum appeal and value... 


Pierce's 


forms of flexible plastic with unique “ADJUSTA- 
FLEX” spring feature allows form 


to conform to the exact contour of 


Viareon 


Wea halt fel 





a half-century. He had lived in an era 
during which style became increasingly 
important in footwear, and lasts he 
had modeled and designed contributed 
to this style revolution. 

His entrance into the last industry 
Was a coincidence. A student at a New 
Jersey engineering institute, he sought 
vacation employment; found it in a 
small Brooklyn last factory; became 
intrigued; and foresook engineering. 

His early work included service as 
plant manager and styleman in various 
last manufacturing plants in Newark, 
St. Louis and New England, where he 


% /, the shoe for better display value 
...May be used ‘in both lace 
oxfords and Mary Janes. 


IMMEDIATE DELIVERIES 


SEND TODAY FOR ADDI- 
TIONAL INFORMATION 


C. S. PIERCE COMPANY, BRockTON 62, MASSACHUSETTS 
Specialties for The Entire Shoe Industry since 1872 





acquired a thorough knowledge of 
men’s, women’s and children’s lasts. 

Returning to Brooklyn, he entered 
business for himself, organizing the 
firm of Daetsch and Woodward, manu- 
facturers of women’s lasts. He later 
withdrew from this venture and, with 
the late “Lou” Serling, organized the 
Sterling Last Corporation in 1933. 

The Last Manufacturers Association 
in 1947 feted “Billy” Woodward at a 
testimonial dinner given in his honor 
as “Dean of the Last Industry.” 

Surviving are his brothers, Aubrey 
C. and Berresford Woodward. 
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Trimfoot Company 
Trimfoot Terrace 
Farmington, Missouri 


Triwgfoot 





Write .. . or ask the Trimfoot Man! You’ll know 
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It’s TRIMFOOT 

Profitable Foot Relief Service 

. . . extra income for you during 
dull periods . . . increased 

call trade! Seven out of ten 
women are prospective 
customers for 

Trimfoot Foot Relief . . . 


will buy when you remind them! 











Spring Shoes Displayed 
In Gaily-Colored Cart 


MINNEAPOLIS, MINN.—Colored shoes 
for Spring were placed in the fore- 
ground at L. S. Donaldson Co., Minne- 
apolis, at the entrance to the shoe salon 
in a heavy traffic lane. 

A cart, with large front wheels done 
in green and a gaily decorated handle 
in several Spring colors, was used as 
a display unit. The body of the cart 
was made up of glass shelves, on which 
were displayed a large number of new 
stylings in color. Green, blue and red 
shoes were featured. 
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To Open New Chandler Store 
Los ANGELES—A new downtown 


store, to be known as the Chandler Boot 
Shop, a division of Edison Brothers 
Stores, Inc., will be opened about June 
1 at Seventh and Olive Streets, Los 
Angeles, it has been announced by 
A. C. Landau, Los Angeles division 
manager of the Edison chain. Designed 
by Architect I. Herman Kanner, of Los 
Angeles, the new air-conditioned store 
will have a front of green marble com- 
bined with ceramic tile, while the in- 
terior woodwork will be of rosewood 
burl veneer. 





Goldberg ivamed Buyer 
For Buffalo Store 


BuFFALo, N. Y.—Ralph Goldberg has 
been appointed buyer of women’s and 





RALPH GOLDBERG 


children’s shoes at Sattler’s Depart- 
ment Store in Buffalo. 

Mr. Goldberg comes to Sattler’s from 
the R. H. White Company of Boston 
with which he was associated for 14 
years. Mr. Goldberg succeeds Ralph 
Fink. 


St. Louis Makers See 
Price Level Unchanged 


St. Lovis—A Boot AND SHOE RE- 
CORDER survey of St. Louis shoe manu- 
facturers made late in March reveals 
that answers to questions regarding 
formulation of rricing policies on the 
new Fall lines have not been determined. 
This is true both among the large gen- 
eral line houses and specialty manufac- 
turers. There is an undertone of feeling 
in the market, however, that Fall prices 
will not be changed materially from the 
level of the Spring and Summer lines. 

Producers who have been willing to 
discuss the subject say that labor costs 
continue high and that the materials 
market has demonstrated no continuing 
tendency to soften. Price policy changes 
this Spring have been so few and infre- 
quent that manufacturers can say with 
justification that they have been of little 
significance. These have been confined 
to additions of new patterns at lower 
prices to make lines more representa- 
tive in one or two instances. 


A. J. Brauer, Jr., newly elected presi- 
dent of the St. Louis Shoe Manufactur- 
ers’ Association, in discussing prices 
pointed out that whereas the matter of 
price is an individual problem with each 
line he felt sure each and every St. 
Louis manufacturer would continue to 
follow the kind of pricing policy which 
has contributed to the growth and 
standing of the St. Louis market. 
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._ Shoe News 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Leather Buying on Quick Delivery Basis 





Future Business Slow, Tanners Report — Clearer Picture of Trend 
Expected after Results of Easter Selling Are Known 


CHICcAGO—Shoe manufacturers con- 
tinue to buy leather sparingly. There 
is no volume business to speak of, and 
most purchases are for replacement. 
Attached to almost every order is a re- 
quest for prompt shipment. 

Sole leather prices are at trading 
levels, but sales are slow. It could be 
called a flexible market, with sellers 
ready to adjust prices to meet any pos- 
sible changes in conditions. Tanners 
@re open to counter offers, but state 
they have had little chance to test the 
current market because of the fact that 
most buyers are on the sidelines. Some 
observers are inclined to believe that 
sole leather may move later more 
freely at present prices. 

The same goes for sole leather offal, 
where nominal prices are now the rule 
rather than the exception, pending any 
future firmness that might arise. 

Nevertheless, there is more genuine 
interest being shown in the leather 
trade in giving soling materials other 
than leather the battle of their lives. 
All along the line, from hide house to 
shoe retailer, the industry is “selling” 
the advantages claimed for leather. At 
long last, the campaign against alterna- 
tive materials is on in earnest. 

It is hoped that side leathers will be 
purchased more freely now that price 
levels seem to have been more definite- 
ly defined. It is still a hand-to-mouth 
situation, however, with most business 
written on the basis of definite footage. 
Everyone in the trade is waiting to see 


what the next trend will disclose. Side 
leather tanners are particularly eager 
to see what the results will be at re- 
tail levels. It’s like a game of chess, 
every move is weighed carefully. 

The conservative buying policy car- 
ries over into the sheep leather mar- 
ket. Here again, sales are on a small 
scale. Purchasers are very critical of 
selections. Quality is a prime factor. 

Shoe manufacturers are cautious 
about purchases of calf leather at the 
moment, and some are inclined to be- 
lieve this market may settle and en- 
able business to improve. Buyers are 
finding it difficult to make firm com- 
mitments because of the inability to 
get full information from the firms 
they represent regarding requirements. 
The picture is somewhat confused but 
may clear up after the Easter selling 
has come and gone. Business is most- 
ly a matter of cleaning up on orders 
on hand, the latter generally being of 
the rush variety. 

The lull in leather sales may be ac- 
counted for in large measure by the 
uncertainty that is evident in raw 
stock prices. Just as in the case of 
leather, any prediction as to which way 
the “trade” winds may blow is only a 
guess at best. The safest statement 
that can be made for the present is 
that time will tell. Economists claim 
it is nothing to be alarmed over since 
the same conditions prevail in business 
in general. 





Retailers Order for 
Immediate Needs 


DetTroIt—Business booked for future 
delivery at the March Shoe Market 
sponsored for three days at the Hotel 
Statler here by the Michigan Shoe 
Travelers Club proved somewhat dis- 
appointing, according to factory repre- 
sentatives but none was discouraged 
since merchants placed some orders for 
immediate delivery to fill holes in their 
inventories created by earlier sales. 

The general feeling was that pur- 
chases to cover Easter selling had been 
made earlier, and that retailers would 
be understandably cautious about addi- 
tional buying until they had had an 
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opportunity to test the pre-Easter de- 
mand. In contrast, a few travelers re- 
ported good sales of popular price 
shoes. 

Leaders in sales of women’s shoes 
were for the most part novelties and 
casuals. Colors were not too promi- 
nent, with black unexpectedly im- 
portant. In children’s shoes, patents 
were clearly the leaders. 





Store Adds Shoes 


KNOXVILLE, TENN.—The Little Brother 
& Sister Shop, a shop devoted exclu- 
sively to children, 306 West Clinch Ave- 
nue, announces the opening of its new 
children’s shoe department. 


St. Louis Shoe Show 
Space Over-Subscribed 


St. Louis. — Plans for the St. Louis 
open house for retailers are now com- 
pleted with all display space over-sub- 
scribed, it was learned recently from 
Arthur H. Gale, secretary of the St. 
Louis Shoe Manufacturers Association. 





ARTHUR H. GALE 


Reservations from buyers for sleep- 
ing rooms are coming in at such a rapid 
pace that it has become necessary to 
limit exhibitors’ sample rooms to the 
Statler and Lennox Hotels. Original 
plans for this showing called for using 
these two hotels for members of the St. 
Louis Shoe Manufacturers Association, 
and the DeSoto and Mark Twain Hotels 
for exhibitors outside the St. Louis area. 
While the Jefferson Hotel is the largest 
in the city, it was not available because 
of previous commitments. For future 
shows, the Jefferson is expected to be 
available, which will alleviate this prob- 
lem for both sleeping rooms and sample 
rooms. 

Mr. Gale asked that one point be clari- 
fied. “This is not an effort to replace 
any former meetings or conventions, re- 
gional or national. For years the St. 
Louis Association has avoided any and 
all seasonal openings in deference to the 
various group meetings. The increase 
in the number of merchandise people 
and buyers coming to this market regu- 
larly in April has made it necessary for 
St. Louis lines to open simultaneously to 
properly accommodate those who must 
work with the various lines to harmon- 
ize their purchases and merchandise 
programs. 

“The Association has been advised by 

[TURN TO PAGE 77, PLEASE] 
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All Weathers Painted on Window 
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Cincinnati, O.—This Potter Shoe Company window attracted more than its 
share of attention last February because it pictured on the glass the weather 
during which the displayed shoes should be worn. Painted on the left third were 


snowfiakes; on the right third were cold raindrops; the center was fair. 


The 


background is self-explanatory. Display Manager !. Riga planned and installed it. 





Elaborate Book Promotes 
Southeastern Show 


BIRMINGHAM, ALA.—To advertise the 
next shoe show sponsored by the South- 
eastern Shoe Travelers, Inc., confi- 
dently expected to be the most largely 
attended in the history of this associa- 
tion, there has been mailed to a long 
list from the local offices of Executive 
Secretary E. M. Cousins an elaborate 
18-page booklet. 

Dates of the show, to be held at the 
Sheraton Bon Air Hotel in Augusta, 
Ga., are May 1, 2, 3 and 4. Advance 
Fall shoes and accessory styles will be 
on display. 

The first few pages of the well- 
thought-up booklet are devoted to a 
pictorial resume of the last show, held 
in the same hotel early last November. 
A valuable feature is a single page 
designed as a reservation blank for 
shoe buyers and on which are listed the 
hotels in which buyers may elect to 
sleep during the show. These include 
the Sheraton Bon Air, Partridge Inn, 
Hotel Richmond, Margaret Hamilton 
and The Plaza Hotel. Sleeping rooms in 
private homes also may be had, it is 
pointed out. 

This sheet, perforated, is designed to 
be torn out and mailed to Mr. Cousins 
at his local address, 538 Tutwiler Hotel, 
Birmingham. Stressed by the reserva- 
tion committee is the fact that reserva- 
tions will be made on a “first come, first 
served” basis, and that it is important 
that retailers write in early. 
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Multiple Mirrors Make 
Effective Display 


St. PAuL, MINN.—A window display 
with a multiple mirror background at 
Schuneman’s, Inc., St. Paul, served 
to accent Spring shoe styles in a pro- 
motion called “Foot Notes For Spring.” 

Four colors in Spring shoes were 
shown, each color in a separate dis- 
play with decorative paper carrying a 
musical note design set behind mirrors 
and at the sides of the divisions. 

Black shoes were shown against a 
cerise paper; green against yellow; 
blue against muted rose; and brown 
against green. 

The display was set at eye level, with 
shoes brought well to the front, so that 
details could be studied. 





Boston Boot & Shoe Club 
Holds March Meeting 


Boston—Devoted solely to entertain- 
ment and without formal speeches, the 
Boston Boot and Shoe Club held its 341st 
dinner meeting at the Statler Hotel here 
on the evening of March 16 with a rec- 
ord attendance. Presiding was the club’s 
president, Joseph S. Lanigan, New En- 
gland sales director of the J. Greene- 
baum Tanning Company. 

The program included acts and stunts 
by well known stage and radio stars un- 
der the general direction of Sammy 
Eisen, orchestra leader, and with Bobby 
Wayne as master of ceremonies. 








Dates to Remember 


Shoe Manufacturers’ Fall Opening, Man- 
agement Eugene A. Richardson Asso- 
ciates, Hotel New Yorker, New York. 

April 3, 4, 5, 6, 7, 

Shoe Show, Tri-State Shoe Travelers As- 

sociation, Hotel Statler, Buffalo, N. Y. 
April 24, 25, 

Fall Style Show, St. Louis Shoe Manu- 
facturers’ Association, Statler, Lennox 
— and Mark Twain Hotels, St. 
Lou April 27, 28, 29, 30, 

Shoe -_ Northwestern National Shoe 
Travelers’ Association, Hotel S. Paul, 
St. Paul, Minnesota. 

April 30, May I, 2, 3, 

Michigan Monthly Shoe Show, Michigan 
Shoe Travelers’ Club, Hotel Statler, 
Detroit, Mich. May |, 2, 3, 

Advance Fall Showing, Southeastern 
Shoe Travelers’, Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. May |, 2, 3, 4, 

Fall Shoe Show, Central States Shoe 
Travelers, Hotel Muehlebach and Phil- 
lips Hotel, Kansas City, Mo. 

May I, 2, 3, 

Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. May I, 2, 3, 

Advance Fall Opening, Guild of Better 
Shoe Manufacturers, New York. 

Week of May 2, 

Fall Shoe Show, Pennsylvania Shoe Trav- 
elers' Association, William Penn Hotel, 
Pitsburgh, Pa. May 7, 8, 9, 10, II, 

Fall Shoe Show, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker and 
Southland Hotels, Dallas, Tex. 

May 8, 9, 10, II, 

Fall Shoe Show, lowa Shoe Travelers As- 
sociation, Fort Des Moines Hotel, Des 
Moines, Ia. May 8, 9, 10, 

Grand Rapids Shoe Fair, Michigan Shoe 
Travelers’ Club, Pantlind Hotel, Grand 
Rapids, Mich. May II, 12, 13, 

Mid-Atlantic Shoe Show, Middle Atlan- 
tic Shoe Retailers Association and 
Middle Atlantic Shoe Travelers As- 
sociation, The Benjamin Franklin, Phil- 
adelphia. May 14, 15, 16, 17, 18, 

Shoe Show, West Coast Shoe Travelers 
Associates, Hotels Plaza, St. Francis 
and Sir Francis Drake, San Francisco. 

May 15, 16, 17, 18, 

Fall Shoe Show, Shoe Travelers’ Asso- 
ciation of Chicago, Hotel Morrison, 
Chicago. May 15, 16, 17, 18, 

Shoe Show, Ohio Shoe Travelers’ Club, 
Hotels Gibson and Netherlands Plaza, 
Cincinnati, O. May !5, 16, 17, 

Fall Shoe Show, Midwestern National 
Shoe Travelers Association, Paxton 
Hotel, Omaha, Nebr. 

May 2I, 22, 23, 24, 

Foot Health Week May 21-28, 

Shoe Show, Pacific Northwest Shoe Trav- 
elers, Portland and Bonson Hotels, 
Portland, Ore. May 21, 22, 23. 24, 

Popular Price Shoe Show, National As- 
sociation of Shoe Chain Stores and 
New England Shoe and Leather Asso- 
ciation, Hotel New Yorker, New York. 

May 23, 24. 25, 26. 

Fall Shoe Show, Indiana Shoe Travelers’ 
Association, Hotel Severin, Indianap- 
olis, Ind. June 5, 6. 7, 

Baltimore Shoe Fair. Baltimore Shoe 
Club, Baltimore, Md. 

July 23, 24, 25, 26, 27, 

Michigan Annual Shoe Show, Michigan 
Shoe Retailers Association and Mich- 
iaan Shoe Trovelers Club. Hotel Stat- 
ler, Detroit. Mich. Nov. 6, 7, 8, 

National Shoe Fair, Chicago, Ill. 

October 31, November I, 
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Colonial Theme Stressed in New Store 





New Kensington, Pa.—Early American was the decorative motif selected for 
Teek's Fine Shoes, recently opened here at 915 Fifth Avenue with Lee Schwartz 
as manager. Dados are of knotty pine and the upper parts of the wall carry murals 
depicting scenes in colonial Salem. Picturesque bracket lamps adorn the walls 
and antique chandeliers add to the early American setting. What-nots of pine 
replace the more conventional shadow boxes and Windsor-type chairs complete 


the picture. 





Finds Ready Demand for 
High Price Shoes 


DENVER, CoLo.—A 300 per cent in- 
crease in sales of better-priced women 
shoes over the last five years has led 
to the construction of a beautiful new 
Corinthian Shoe Salon at Daniels & 
Fisher Stores Company, here. The goal 
set is $750,000, according to Lowell 
Cheney, women’s shoe buyer. 

“We have found ourselves in the un- 
usual position of selling consistently 
more pairs of shoes in the over $20 
classification than below $20,” Mr. 
Cheney explained, “which naturally in- 
dicated a need for distinctive elegance 
in department background. We have 
been consistently surprised to find our- 
selves selling this type of higher-unit 
volume in a department which had re- 
mained unchanged for decades, and feel 
that the new Corinthian salon, more in 
keeping with the better price market, 
will perpetuate this condition.” 

Walls and ceiling are done in tur- 
quoise, with a rich buff wall-to-wall 
carpeting, set off by huge panels of 
beveled mirrors on the left wall and the 
center rear. 

There are no chairs in the depart- 
ment. Ail seating is on continuous set- 
tees, shaped to fit the wall contour at 
curves and corners, or on three tur- 
quoise blue leather banquettes. Sales- 
men’s stools are of the same blue 
leather, trimmed with heavy brass 
studs. Decorative notes include gnarled 
sections of grapevine on the walls, 
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sprayed turquoise, plus bas-relief Gre- 
cian plaques here and there on the 
walls, and Corinthian supporting col- 
ums down the center. 

In the center of the salon, facing the 
rear mirror, is an accessory bar, 15 
feet long, which carries handbags and 
hosiery. Mr. Cheney personally selects 
the leathers for both handbags and 
shoes, which are made to match by co- 
operating handbag and shoe manufac- 
turers. 


Sales Tax Bill Upheld by 
New Hampshire Court 


ConcorD, N. H.—House Bill 189, a 
one per cent sales tax proposal now 
before the Legislature, has been held 
constitutional in all respects in a de- 
cision handed down by the State Su- 
preme Court here. 

The tribunal further held that the 
retailer may be called upon to act as 
collector of the tax and that it would 
be permissible to give the “breakage” 
to the retailer as compensation for col- 
lecting the levy, although compensation 
is not required by the constitution. 





Store Adds Men’s Shoes 


Kokomo, IND.—A new men’s foot- 
wear department has been added by 
the Wm. H. Turner Company as a part 
of the store-wide expansion and re- 
modeling program started early in 
1948. The new shoe department will 
feature nationally advertised lines. 











Closing in! 


AS days grow longer—sunrays 
brighter—sun fading is an increas- 
ing threat to your profits! Now’s 
the time to join the more than 
75,000 merchants who protect dis- 
play goods and fixtures with Infra- 
Chem Transparent Shades. 

This “miracle material” actually 
shuts out harmful rays... lets you 
turn display merchandise into prof- 
itable sales instead of costly losses! 
AND — economical, long-wearing 
Infra-Chem Transparent Shades fit 
inside windows. No awnings or can- 
vas strips needed .. . shoppers get a 
clear view of your best advertising! 

Gert full facts on profit-boosting 


“Sun Protection p/us Visibility.” 
Mail coupon or write TODAY! 











MAIL COUPON TODAY 
for free hifta-Chem data 


a 











. YES—Rush me new brochure, generous : 
a Infra-Chem test samples, and estimate : 
; data. All without charge. t 
3 a 
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a aut Position : 
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a STORE Wane ' 
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© apis 15-230 (ad) ‘ 


RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 164-A 


Los Angeles 12, California 



























‘Most alluring, eye-catching, sports 
moccasin creation in over 10 years 
Sandabs are so. different, so attractive, so unique in 


design and so refreshing, you'll be glad you stocked 
them now. These foot-flattering, sports moccasins 


glove leathers in best shades. 
wedgee styles. Excellent profit. Moderately priced. 


ORDER SMART HANDBAGS TO MATCH 


A product of the famous 
Morrison Glove Ec. 


MONROVIA, CALIFORNIA 














Write or wire 
for full 


details, today 

















Pittsburgh, Pa.—The shoe salon of the newly opened Lane Bryant store at 333 
Fifth Ave., here, occupies an area 18 by 35 feet in the center of the main floor. 
An attractive slipper bar divides the shoe department from the adjacent depart- 
ment. Leather banquettes of rich jade green highlight the decor. Rose-colored 
broadioom carpet and grey and greyed green wall tones are used in combination 
with notural mahogany fixtures. Simon Weinstein is shoe department manager of 
the Lane Bryant Pittsburgh store. Fred Beck is buyer of shoes for Lane Bryant, Inc. 





Membership Drive 
Planned by NSTA 


CHIcAaGo—A goal of 2,000 new mem- 
bers for the National Shoe Travelers 
Association has been set for the current 
year, it is revealed in the current bulle- 
tin of the organization. It is pointed out 
that there are nearly 75,000 persons 
selling footwear wholesale who are not 
members. 5 

This bulletin, Bulletin Number One 
for 1949, points out that the organiza- 
tion is starting out its 39th year as a 
national association and for the first 
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time in affiliation with the newly organ- 
ized Bureau of Salesmen’s National 
Associations. The purpose of this bu- 
reau is to act jointly on all problems 
affecting salesmen. 

The eleven-point committee set up 
for 1949 includes committees on trade 
shows and markets, social security, 
legislation, excise tax elimination, uni- 
form regulation of income tax deduc- 
tions, uniform hotel reservation blanks, 
and advice on state legislation. The 
latter will include a legislative report- 
ing service and analysis of all bills 
affecting salesmen. Since many states 


have passed laws affecting salesmen, 
the bureau is subscribing to a service 
that will send contemplated state legis- 
lation to the Washington counsel of the 
bureau, Andrew Federline, who will 
analyze each bill and advise each state 
organization as to the action they 
should take. 

Members are asked to pay special 
attention to working for the bill known 
as H.R. 1228, seeking repeal of the 
wartime excise tax on domestic travel. 
It is pointed out that the Bureau of 
Salesmen’s National Associations, the 
National Shoe Traveler’s Association, 
and fifteen other trade associations are 
making a determined fight to have the 
bill passed. 

The bulletin was prepared in the 
office of N.S.T.A. Secretary-Treasurer 
Norman N. Souther, and carries a 
message from President Hafry J. 
Evans. 





WCSTA Fights for Repeal 
Of Travel Tax 


Los ANGELES—Dave Klinesmith, ex- 
ecutive secretary and treasurer of the 
West Coast Shoe Travelers Associates, 
has made public the text of a letter 
sent by him to all members of Con- 
gress from California, urging them to 
“give earnest consideration to HR 1228, 
introduced by Representative Cecil R. 
King, also of California. This is a mea- 
sure to repeal the wartime excise tax 
on domestic travel. 

“Our association, which represents 
600 active traveling men,” the letter 
reads in part, “considers this 15 per 
cent tax a heavy toll on all traveling 
men as they are forced to earn their 
living by using public conveyances. As 
traveling men invariably work on a 
commission basis, this means that this 
15 per cent excise tax comes directly 
out of their own pockets.” 
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MAJORETTE 
BOOTS 


IN STOCK 


Colt-Cromwell now 
has for immediate 
delivery Majorette 
Boots. This popular 
number, is much in 





PO la ae 


Atoms TTT 


Here's a Buy! 


A-199 . . . Men's Tan reton Work 
Shoe, nailed and sewed Blucher, 
fwil leather midsole, 14 iron rub- 
ber outsole. Regular dozens only: 
6/10; 7/11; 7/10 or 8/12. Size 
wp now for volume sales. Your 
price: $3.35 pair, net 30. 
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It will Pay You 


te write for our latest 
cirevlers showing 
mony great in stock 
volves. Send your 
nome for our 





Sizes: C width only, 4 te 9. 





COLT- CROMWELL I 


COMPANY. fae. 





BOs TON 1 6, 


demand by school drill teams and bands. 
+ B6700 white elk, unlined, with white tassel, 
long wearing Oak composition sole. 


Price: $4.80 net F. O. B. Boston 
New GOLDEN ANNIVERSARY catalog just out. Send for your copy. 
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list. 
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41S. Wells St., Chicago 6, Ill. 
Established 1870 





About Shoe People 


Walter Wolford, proprietor of Wol- 
ford’s shoe store, Casper, Wyoming, 
has been elected secretary of the Rocky 
Mountain Gun Club for 1949. 

~ * ~ 

John Fernstrom, owner and manager 
of Fernstrom’s shoe store in North 
Topeka, Kan., recently was elected to 
his 21st consecutive term as secretary 
of the North Topeka Merchants’ As- 
sociation. 

* x * 

A. Coleite, who has been with Karl 
shoe stores for the past twelve years 
and recently as manager of their store 
at 3510 E. 14th St., Oakland, has been 
named manager of Karl’s new store at 
1115 Broadway, Oakland, Calif. 

= * * 


Sanford Sack, former owner of All- 
rand’s shoe store on Wilshire Boule- 
vard in Los Angeles, has opened a 
cancellation shoe store operating under 
the name of Sandy’s Shoes at 3034 
University Ave., San Diego, Calif. 

= ® 5 


A. A. Jacobs, who has been with Edi- 
son Bros. for many years, has been 
made manager of the Leeds store at 
4119 Crenshaw Blvd, Los Angeles, in 
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the exclusive Leimert Park section. Mr. 
Jacobs was formerly manager of the 
Leeds store in Bellflower, Calif. 

x << ~ 


Eddie McMahon, formerly assistant 
manager of the J. C. Penney store at 
400 West Wisconsin Ave., Milwaukee, 
Wis., has been promoted to manager of 
the shoe department of the Penney 
store at 33 E. Washington St., in In- 
dianapolis, Ind. 

~ “« * 

William L. Thomas of Longview, 
Tex., and formerly of Paris, Tex., was 
transferred to Galveston recently to 
manage Craft’s shoe store there. 
Thomas had been associated with 
Berkley’s shoe store in Longview. 

~< x = 

Robert Stafford, shoe merchant of 
Fredonia, Kan., has been presented a 
gold key and a certificate of award by 
the National Junior Chamber of Com- 
merce for outstanding service to his 
community during the year. The pres- 
entation was made at a Chamber of 
Commerce dinner at Leavenworth, Kan. 

* - a 

Joe Beck is now the new manager 

of Baker’s shoe store, 114 Main St., 


Jacksonville, Fla. He succeeded Milton 
Brown who was transferred to the 
management of a Baker store in De- 
troit. 

~ © a” 

The shoe department of Jeter’s De- 
partment Store, 1026 Edgewood Ave., 
Jacksonville, Fla., has been leased to 
Hoke Harris. Mr. Harris has had 20 
years of experience in selling shoes. 

= *~ - 

Margaret Cattreil, of the women’s 
shoe department at the J. L. Hudson 
Company, Detroit, has made shoe his- 
tory as perhaps the first woman in the 
business to come home with her own 
deer. Her trophy was an eight-point 
buck she shot in upper Michigan. 

a x a 


Sam Bookman, an experienced shoe 
man, has opened a family shoe store 
called Henri’s Fine Shoes, at 605 South 
Main Street, Tulsa, Okla. Nationally 
advertised brands are earried. 

a oo — 

Peter Pachner, owner of the Golden 
Gate Shoe Co. and distributor for Rico 
Children’s Shoes of California, has 
moved to his new showrooms at 4197 
Park Boulevard, Oakland, Calif. 
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* NOTE NEW ADDRESS 





FALL SHOE SHOW 
MAY 8, 9, 10 and 11, 1949 


Adolphus, Baker and 
Southland Hotels 
Dallas, Texas 


360 EXHIBITORS 
400 SALES REPRESENTATIVES 
2000 BUYERS EXPECTED 


WALKER*—Stock 

No. 50—with spring 
heel. Sizes 1 to 6, narrow 
and wide, white, red, 
brown and smoked elk. 


SouthwesternShoeTravelers | .{” =] 
Assn. Sponsors als | 


*FIDELITY BUILDING 
DALLAS TEXAS 












stay. Sizes 1 106, nar- 
row and wide, white, red, 
brown and smoked elk: 


Here's your TWO MONTHS fo TWO YEARS line! 


HAND-LASTED 


MOCCASINS 


designed by Nature to 
encourage the normal 
growth of babies’ feet. 


When you stock the Buntees Walker 
and Hiker in your infants’ shoe de- 
partment, you cover the important 
2 months to 2 years size group. You'll 
find Buntees nationally advertised 
in Parents’ magazine. Further infor- 
mation may be obtained from 


R. J. POTVIN SHOE CO. 


Compello Station 
BROCKTON 26, MASSACHUSETTS 


"Pore pending 











Where Color Gives Appearance of Depth 





Light side walls with a deeper-toned rear wall make this Bruck-Weiss store in 
New Brunswick, N. J., look deeper than it otherwise would. 


New BRUNSWICK, N. J.—A fire can 
sometimes force a man to do something 
he might not otherwise have done, ac- 
cording to Arthur Weiss, president of 
Bruck-Weiss, Inc., Shoe Store at 333 
George Street. Last Spring, when a 
fire broke out in the store he had oper- 
ated for 13 years, he had to remodel 
and refurnish the entire store. At the 
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end of August, the job was finished and 
Weiss reports that footwear sales and 
traffic have increased considerably. 
The store has a bright, new look. 
Ample window space is available to dis- 
play the men’s, women’s and children’s 
shoes Weiss handles. Inside, an im- 
pression of considerable depth has been 
gained by the use of light-colored, pat- 


terned wallpaper on each side wall 
which converges into a curved rear wall 
painted in Empire green. A large pic- 
ture-frame shadow box with two flank- 
ing medium-size shadow boxes dominate 
the left wall, and a large “floor-up” 
mirror commands attention on the right 
wall. Around this mirror, chairs have 
been arranged in a circle to suggest a 
family atmosphere. On the left side 
wall, chairs line the full length of the 
store. Three small, ascending shadow 
boxes on the rear wall add another 
artistic and practical touch. A brown, 
patterned rug covers the floor. Banks 
of fluorescent lights on the ceiling flood 
the store with light. Shoe stock is 
stored in a large room at the rear of 
the store. 


With Weiss in the Bruck-Weiss Cor- 
poration are his son, Joseph Weiss, a 
vice-president, who has been with the 
firm for several years; and Samuel 
Jacobson, secretary-treasurer, who has 
also been in the shoe business for many 
years. 





New Store Manager Named 

New YorkK—H. Siegel, former assis- 
tant manager of the Browning King 
shoe department at 551 Fifth Avenue, 
New York, is now the manager of the 
Fellman, Ltd., store at 6 East 46th 
Street, this city. 
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HOW MANY Sales to Growing Girls 
are you LOSING? 


You con make regular customers of this important group by showing 
our smartly styled, popularly priced sellers. The Kreider line of quality 
juvenile shoes is made to satisfy your customers and bring you repeat 
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Style 474 

Brown & White Bal Saddle Oxford 
5-10 AAAA 5-10 AAA 42-10 AA 312-10 A to C 
18 Iron Natural Crepe Sole 








Genuine Goodyear welts and a tradition of over six decades 
cf craftsmanship. We will be happy to send you our catalog. 


Style 338 


5-10 AAA 





Unlined Perforated Pac Moccosin Oxford, Brown #12 
Tomahawk 


18 Iron Natural Crepe Sole 
Above in Misses 1!2!/2-3 A to D Style 4838 


NEW ENGLAND DISTRIBUTOR 
KREIDER CREVELING SHOE CO. 
602 ATLANTIC AVENUE 


W. L. KREIDER'S SONS MFG. CO. 


PALMYRA 


4#/.-10 AA 34-10 A to C 


BOSTON 10, MASS. 


PENNA. 

















Retailers Buying for 
Immediate Delivery 


CHIcAGo—Spotty activity, with most 
business done on fill-in orders, marked 
buying at the shoe show of the Shoe 
Travelers Association of Chicago, held 
at the Morrison Hotel, March 15, 16, 
and 17. 

The largest number of out-of-town 
buyers for several months were on 
hand, and were definitely looking for 
shoes to meet current consumer de- 
mand. There were probably just as 
many orders placed at this show as in 
January, but they were all smaller. 
Retailers are still cautious and definite- 
ly buying with an eye to keeping in- 
ventories as low as possible. Prac- 
tically all of them were looking for blue 
shoes, which are scarce in some of the 
dressy styles, and crepe soles which are 
searce in all price brackets. Even 
volume buyers were looking for this 
latter style. Casuals in the lower and 
medium grade were also sought. 

The trend continues, as at all recent 
shows, for many retailers to take on 
new lines in lesser price grades. 

Next show to be staged by the Chi- 
cago association will be the annual Fall 
show, biggest event on the association 
calendar. This will be held May 15 
through May 18. A special feature 
will be a luncheon for retailers and ex- 
hibitors to be held on Tuesday, May 17. 
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Elected Vice-President 
Of Edison Brothers 


St. Lours—Roy Oscarson, 39, sales 
manager for Edison Brothers Stores, 
Inc., has been elected vice-president of 





“ROY OSCARSON 


the company, its board of directors an- 
nounced. Mr. Oscarson has been with 
Edison Brothers for 17 years, and for 
the last five years was sales manager 
of the firm’s 202 stores located in the 
major cities in the United States. 

In 1930 Mr. Oscarson was introduced 
to the shoe business in Salt Lake City 
where he began to sell shoes at $10 a 





week. Two years later, when Edison 
Brothers opened its Baker shoe store 
in the city, Oscarson joined the com- 
pany and rose steadily through the 
ranks as assistant manager, manager, 
regional manager and executive super- 
visor. In 1943 he was appointed sales 
manager for the company. 


210 Associates Plan Big 
Membership Drive 


BostoN—Frederick Bloom, executive 
secretary of the 210 Associates, the na- 
tional philanthropic foundation of the 
shoe, leather and allied trades, left Bos- 
ton recently for an extended trip 
through the Midwest. 

Mr. Bloom planned to spend several 
days in Chicago, St. Louis, Columbus 
and Cincinnati. At each of these shoe 
centers, a meeting had been arranged 
with key members of the association to 
help them organize local and regional 
groups for the purpose of coordinating 
the membership and advertising drives 
in those sections of the country. 


Delman Plans New Stores 


BEVERLY HILis, CALIF.—Herman Del- 
man, president of Delman, Inc., has 
leased two stores in the Beverly Wil- 
shire Hotel, Beverly Hills, with an ap- 
proximate frontage of 35 feet each. The 
stores will be similar in decor to the 
Fifth Avenue salon in New York. 
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GA NO-WAY 


FOR SUCCESSFUL 
SELLING? 
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With 


Royalsteel 


MODERN SALON 
FURNITURE 


+ +. in Gangs, Single Chairs, 
Lounge Pieces and Accessories 


§ 2 nm PLEASERS, 
<i these superbly 

wT styled installations by 
Royal. They offer you lowest 
maintenance, extra-long wear— 
your best furniture investment 
by far. For special literature, write 
our Display Division today. 








No. 811 Chair in Gang shown... from 
Royal’s exciting new ‘‘800’’ Series of 
colorful square-tube designs. 











BY THE MAKERS OF 





ROYAL METAL MFG. CO. 
175P N. MICHIGAN AVE., CHICAGO 1 
New York + Los Angeles + Preston, Ontario 


Gift Shoes from U. S. for Bonnie Babies 





Two sefs of twins and one single baby receiving gift shoes from the United 
States at a WVS center in Hamilton, Lanarkshire, Scotland. 


BostoN—Two sets of twins were 
among those who received new shoes 
recently at the headquarters main- 
tained in Hamilton, Lanarkshire, Scot- 
land, by the Women’s Voluntary Ser- 
vices, according to a letter received 
here by the Boston Chamber of Com- 
merce which was instrumental in col- 
lecting and shipping a wide assortment 
of gifts for those still suffering from 


the ravages of war. 

Acknowledged in the letter to the 
Chamber, among other items, were 
ninety pairs of shoes made and given 
by Mrs. Day’s Ideal Baby Shoe Com- 
pany of Danvers, Mass. The owners of 
the business, Mr. and Mrs. P. S. Mc- 
Cutcheon, have contributed to date 
3,800 pairs of shoes for infants in Scot- 
land as well as one ton of oatmeal. 





Industry Leaders to Speak 
At Northwest Convention 


St. PAUL, Minn.—The Northwest Shoe 
Travelers’ convention and shoe show 
will be held in the St. Paul Hotel, St. 
Paul, Minn., April 30, May 1, 2 and 3. 

Highlight of the convention will be a 
round table discussion to be participated 
in by Charles H. Baker, chairman of 
the board of Goodyear Footwear Cor- 
poration, who will speak on “Selling 
Rubber Footwear at a Profit”; George 
A. Dempsey, president of Farmington 
Shoe Co., who will talk on “Promotion of 
Men’s Footwear”; W. W. Kiss, vice-pres- 
ident, Pied Piper Shoe Co., whose sub- 
ject will be “Merchandising Children’s 
Shoes”; James S. Legg, sales manager 
of Moulton, Bartley, Inc., St. Louis, Mo., 
speaking on “Style Trends in Women’s 
Shoes”; Alvin L. Weidt, president of Al- 
vin L. Weidt and Associates, Minneapo- 
lis, who will discuss “Store Moderniza- 
tion”; M. S. Wigginton, vice-president, 
General Shoe Corporation, Nashville, 
talking on “Chain Store Methods Ap- 
plied to Independent Stores.” 

The salesmen’s roast beef dinner will 
be held on Saturday, April 30. A ban- 
quet for merchants will be held Monday 
evening, May 2. The shoe clinic will be 
held on Tuesday, May 3. 

Officers of the Northwest Shoe Travel- 
ers’ Association are Paul Cook, presi- 
dent; Frances Langer, vice-president; 


Henry Thorson, treasurer; Roy Miller, 
secretary. 





Mid-Atlantic Associations 
Plan Show in May 


PHILADELPHIA.—The first Mid-Atlan- 
tic Fall Shoe Show will be held May 14 
to May 18 at the Benjamin Franklin 
Hotel, Philadelphia. This show com- 
bines the efforts of two well known shoe 
organizations, the Middle Atlantic Shoe 
Retailers’ Association and the Middle 
Atlantic Shoe Travelers’ Association. 

A joint committee meeting was held 
recently to discuss how best to make this 
merger advantageous to exhibitors. In 
attendance from the MASRA were John 
D. Dunn, Durell S. Pollock, Wes- 
ton K. Hartzell, and Murray S. Rolfe. 
From the MASTA were Keith Pickrell, 
Walter Palmer, Kenneth Romig and I. 
Frank Oberfield. 

“Among some of the things which we 
have accomplished for the travelers 
through this consolidation,” states Wal- 
ter P. Palmer, vice-president, “is a re- 
duction in the average room exhibitor 
fee. This is expected to attract many 
new shoe exhibitors to the show.” 

Committee officers selected to take 
charge of the show activities are John 
D. Dunn, chairman; Keith Pickrell, co- 
chairman; I. Frank Oberfield, trea- 
surer; and Cal J. Mensch, secretary and 
show manager. 
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A Year-Round Seller for Every Feller | 32.°st vc: 
THEY'RE ALWAYS IN STOCK AT Usee! 





SEBAGO-MOC Ps 


You can't go wrong with these popular 
moccasins. They're always in style—al- 


ways in demand—every day of every year. 


OFFICE 


Look at them! Feel them! Note the real 
quality construction and styling. Compare 
the extra features with any other moccasin 
on the market. You'll want to stock up to- 









Look at These 


STYLE 700 — $6.00 


®@ Unique — Patented 

© All Welt Construction 
® No Innersole 

® Amazingly Flexible 

©@ Extra Fine Leather Sole 
® Genuine Hand Sewn 


STYLE 902 — $4.85 


@ Welt Construction 
® Steel Shank 
®@ Neolite Sole 


NEW YORK OFFICE SEBAG { 


WESTBROOK, MAINE 


MARBRIDCE BLDG. 


day to be sure of your profits tomorrow. 


SIZES: 
STYLE +700 
A 84-13; 

B,C &D 6-13 


STYLE +902 
A 84-13; 

B 712-13, 
C&D6-13 

Size 13 — 75c ex- 
tra. Service charge 
on orders for 3 
pairs or less—25c. 














Foot Health Discusssed at 
NSRA Gathering 


NEw YoRK.—At the luncheon meet- 
ing of the children’s committee of the 
NSRA at the Waldorf, recently, the 
speaker was Dr. Joseph Lelyveld, chair- 
man of the National Foot Health Coun- 
cil, who presented in detail the activities 
of the National Foot Health Council 
since its founding in 1925 and outlined 
how the shoe retailer and manufacturer 
might cooperate with the council in im- 
proving the foot health of present-day 
children, the future adults. He outlined 
to the large attendance how the foot 
health program reaches parents through 
the schools and health departments 
throughout the country, and disclosed a 
plan for examining the feet of children 
and adults nationally to determine as 
accurately as possibe the types of feet, 
with defects, the percentage of each, 
and the influence of footwear in the 
cause, prevention, and elimination of 
foot defects and deformities, at various 
age levels. 


Dr. Lelyveld presented his exhibits of 
cooperation, letters from a number of 
state health departments and federal 
bureaus as evidence of their cooperation 
in the foot health program and activi- 
ties of the Foot Health Council to im- 
prove the physical fitness of future gen- 
erations. An interesting forum followed 
Dr. Lelyveld’s address, with an exchange 
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of views and ideas for National Foot 
Health Week, which will be held May 
21-28, when new posters, leaflets, radio 
and television programs will be featured 
during the week. Several retailers pres- 
ent told of plans for window displays 
and contests. 

A_ program for Child Foot Health 
Month in September, which is also 
sponsored by the National Foot Health 
Council, was outlined. 

L. E. Langston, executive vice-presi- 
dent of the National Shoe Retailers’ As- 
sociation, presided and introduced Dr. 
Lelyveld, commending him for the vast 
amount of good that has been accom- 
plished under his direction for the shoe 
industry as a whole, and for shoe re- 
tailers. 





Dates Selected for Annual 
Michigan Shoe Show 


DETROIT.—Dates of the Michigan An- 
nual Shoe Show will again follow closely 
those of the National Shoe Fair, it was 
decided at a joint gathering of repre- 
sentatives of the Michigan Shoe Retail- 
ers’ Association and the Michigan Shoe 
Travelers’ Club, held at the Statler Ho- 
tel here recently. Dates are November 
6, 7 and 8. 

Earlier discussion had indicated a 
strong sentiment for a January show 
but the majority opinion, according to 
a spokesman for the group, was that 


“merchants caught short by late buying 
this past year were unlikely again to 
postpone buying until January.” 

Plans for a number of stellar attrac- 
tions to make this a successful regional 
shoe show are to be worked out by a 
committee to be named by the co-chair- 
men, Clyde K. Taylor for the retailers; 
and Elmer Jensen for the travelers. 





Store Advertises to 
Reach Diabetics 


ALLENTOWN, Pa.—During National 
Diabetic Week, Wetherhold & Metzger 
used more than a quarter-page to run 
an advertisement authorized by the Le- 
high Valley Diabetes Association. 

“If you are a diabetic, remember this 
—proper-fitting shoes are a must,” 
was the heading of the ad which gave 
rules for foot care as suggested by the 
Allentown Hospital diabetic clinic. Ad 
copy also spoke of the store’s 40-year 
reputation for careful and scientific fit- 
ting. 





Shoe Business Incorporated 


GREENVILLE, S. C.—Maco Shoe Com- 
pany, of this city, has received a 
charter from the Secretary of State 
to operate a shoe store, listing au- 
thorized capital stock at $20,000. Ben- 
net A. Meyer is president. 
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MEN'S GOLF SHOES 
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No. 2174 


* Geodyear Welt 
¢ Sizes 62-12 Terms: 
* 8 Other Styles In Stock 2/10 n/so 


ARNOFF SHOE COMPANY 
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QUALITY SHOES 


SINCE 1932 


We sell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation's lead- 
ing manufacturers. 
Write us your needs. 








M.K. WEIL SHOE CO. 





) we ib 


While in Town See Weil 





Washington Ave. 
- Louis 3, 











Los Angeles Sample Room, 
1005 Haas Bldg. 
New York Sample Room, 
855 Marbridge Bldg. 
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WIZARD CORN PADS 


QUICK RELIEF 
per dozen .. $2.75 
O'BRIEN 


5441 Eichelberger St. Louis 9, Mo. 
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Obituaries 





John L. Stanton 


LYNN, Mass.—John L. Stanton, na- 
tionally known last manufacturer and 
president and treasurer of McNichol & 
Taylor, Inc., of this city, died recently 
at the Saugus General Hospital, at the 
age of 58. He had made his home in 
Belmont, Mass., for several years but 
recently had moved to Clifton Springs, 
Ni’? . 

Active in trade circles, Mr. Stanton 
was a member of the Last Manufactur- 
ers’ Association, National Shoe Travel- 
ers Association, Boston Shoe Travelers 
Association and the 210 Associates, Inc. 
He was also a member of the Lynn 
Lodge of Elks and an honorary member 
of the Last Makers’ Union of Lynn. 

Surviving are his widow, Mrs. Flor- 
ence Stanton; a brother, Edwin, of 
Newark. N. J.; and a sister, Mrs. Mary 
Lee of Union City, N. J. 


William J. White 

WHITE PLaINs, N. Y.— William J. 
White, who opened a shoe store here at 
99 Main Street in 1907, a location from 
which it has never since moved, died 
recently at the White Plains Hospital 
at the age of 74. His home was at 2 
Cromwell Place, this city. 

A director of the Home Savings Bank 
and a St. Barthclomew’s Church vestry- 
man, he was also a member of the Ro- 
tary Club and active in the Civic and 
Business Federation. 

Born June 23, 1874, at Warrenton, 
N. C., he was the son of the late Wil- 
liam J. and Sue Blount White. His wife, 
the former Lillian Williamson, died in 
November, 1937. 

Surviving are a brother, Hugh E. 
White of 180 Broadview Avenue, New 
Rochelle; and two sisters, Mrs. H. W. 
Palmer of Bennettsville, S. C.; and 
Mrs. J. B. Massenburg of Warrenton. 


Fred J. Pike 

BUFFALO, N. Y. — Fred J. Pike, for 
four years buyer of better shoes for 
J. N. Adam & Company, here, died 
while en route by train from New York 
to this city cn March 17. He was 51. 

Mr. Pike, a native of Boston, had 
been general manager of the retail 
division of the Stetson Shoe Company 
in New York prior to moving to Buf- 
falo. Before that he had served as 
buyer for Arnold Constable & Co., and 
for Jay Thorpe, Inc., both of New York 
City. 

He is survived by his widow, Mrs. 
Hazel Pike, and three children, William, 
Leonard and Gertrude. 


Max Korchmar 


CINCINNATI, O.—Max Korchmar, 59, 
retired president and founder of the 
Leather Specialty Company, Cincinnati, 
died recently in Miami, Florida, where 
he had been vacationing. He retired a 
year ago. 

He leaves his widow, Mrs. Ethel 
Korchmar, and two sons, Don and Ben- 
nett Korchmar, both connected with the 
leather firm. He also leaves a daughter, 
Mrs. Ruth Rheingold, of Washington, 
D. C., and two sisters, both of Cincin- 
nati. 
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William H. Venor Ean, 
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RocHEstTER, N. Y.—William H..Venor,” 
died? re- © 


former shoe manufacturer, 
cently at the age of 86. 

He was associated with his brother, 
the late Edmond Venor, in the Venor & 
Montgomery Co. for many years. Born 
in Derby, England, he learned the shoe 
trade there before he came to Rochester 
about 70 years ago. 

Mr. Venor was active in politics, was 
widely known as a musician, and was 
a member of Yonnondio Lodge, F & 
AM, and the United Commercial Trav- 
elers. 

He is survived by a daughter, Mrs. 
Henrietta Breckinridge; two _ sons, 
Allen W. and Stanton C. Venor; a 
sister, Mrs. Jennie Holland of Toronto; 
a brother, Harry Venor of Portland, 
Ore., and four grandchildren. 





John D. Blevins 


IoLa, KAN.—John David Blevins, 63, 
a retired shoe salesman, died recently 
at his home here. 

Mr. Blevins was born in Bentonville, 
Ark., and had made his home here for 
many years. He retired about 18 
months ago. 

He leaves two brothers, Goldie Blev- 
ins, Borger, Tex.; and Sam Blevins, 
Sallisaw. Okla.; and two sisters, Mrs. 
Myrtle Cox, Kansas City; and Miss 
Mary Ann Blevins, Sallisaw. 


Philip Weiss 

BALTIMORE, Mp.—Philip Weiss, one 
of the managers of Felser Brothers, a 
chain of shoe stores, died here recently 
at his home, 808 Whitelock St. 

He was a member of the Free State 
Post, Jewish War Veterans; of the 
Hamburger Circle, Amicable Lodge of 
Masons; a thirty-second degree Scottish 
Rite Mason; and a member of the Yedz 
Grotto. 

He leaves his widow, Mrs. Etta Ham- 
burger Weiss; a daughter, Miss Carolyn 
Weiss; two grandchildren; a son, Cole- 
man; two sisters and two brothers. 
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Waits Five Years to Get 
Good Location 


New York—Patience pays off, ac- 
cording to Tom Austin who recently 
opened a new Winthrop shoe store in the 
lobby of the RCA Building at 30 Rocke- 
feller Plaza. Five years ago, he put in 
a bid for space in that building, and 
finally, last December, he was informed 
that he could have Store K, formerly 
occupied by the Esso Touring Service. 
On December 20th, last year, the day 
after New York City had a record 20- 
inch snowfall, he opened his doors to 
customers who purchased almost his 
entire stock of rubber footwear. 

The store is tops for traffic. A one- 
week check revealed that 165,000 people 
passed the store. To attract additional 
customers, he has strategically located 
two window displays along the under- 
ground concourses in the RCA and Inter- 
national Buildings. These displays have 
already proven their worth for several 
customers have mentioned noticing 
them. Simply, but effectively designed, 
the displays have a sign giving direc- 
tions to the lobby store. 

In designing and planning the store, 
he has made maximum use of the lim- 
ited space available. Two partitions 
in the rear form a wall, both sides of 
which serve as shelves for shoe stock. 
A side wall also carries stock, bringing 
the total number of shoes stocked to 1700 
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Windows provide sufficient space 
The in- 


pairs. 
for attention-getting displays. 





in the Tom 


One of the windows 
Austin store in Rockefeller Plaza, New 
York. 


terior is directly lighted and the store is 
completely air-conditioned. Red leath- 
erette fitting chairs and stools contrast 


Creating Toys, 





You'll be interested in the 
world of excellent “kid- 
catching” good-will creat- 
ing items available to you 
at small cost . . . and 
you'll soon see why 


Since 1901, we've been headquarters for Good-Will 


Novelties, Birthday Gift Specialties, 


Premiums and Give-Aways 


Te LEA eret INDUSTRIES, nc 


39 West [9th St.. N.Y. 11 





with a light-green patterned carpet. 

Mr. Austin will continue to manage 
his other Winthrop store at 2 East 45th 
street where he has been located since 
1942. Both stores handle Winthrop 
shoes exclusively. 


St. Louis Shoe Show 
Space Over-Subscribed 
[CONTINUED FROM PAGE 67] 


several large buying groups that they 
expect to hold buyers’ meetings during 
the week of April 25th through April 
30th, which has been proclaimed St. 
Louis Shoe Week by Aloys P. Kaufmann, 
mayor of St. Louis. 

“It has been found necessary to re- 
quest those who expect to attend this 
show to start their reservations on 
Wednesday morning, April 27th instead 
of Sunday or Monday, which will also 
helv us accommodate more buyers,” Mr. 
Gale added. 

“Careful plans,” he said, “have been 
completed for showings of new Fall 
shoes, advertising displays and mer- 
chandising programs. Evening enter- 
tainment, too, will make this show edu- 
cational, convenient, profitable and en- 
joyable for all. It is sincerely hoped that 
in the future the gates can be swung 
open to embrace all in the industry. 
Sufficient hotel accommodations are all 
that are needed.” 
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CHILDREN'S SHOES 





BE THE FIRST TO SHOW MOTHERS 
_ EXCLUSIVE SPECIAL 
SP FEATURE SHOE 


Silent tread takes 
A EK. 
ea pes 
to any width heel. 










C & D Widths in White, Smoke, 
Brown, Red, and Br/Smoke. 
Manufactured by 


SHOE CRAFT, INC. 


3425 VLIET, MILWAUKEE 8, Wis. 
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MAJORETTE BOOTS 


White Eik Leather” Uppers 
Leather Soles 

Stik Tassels 

Stitchdown Construction 
Sizes 4-9. 


$5.25 


MEN'S SHOES 





Brockton 15. Mass 
508-510 Marbridge Bldg 


L. Douglas Shoe Co 
w York Offices 
New York 1. New York 
Vest Coast Offices, 401-402 Haas Bldg 

los Angeles 14, California : 








101 Duane St.,N.Y.C 
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Organize Shoe Division 
For Charity Appeal 


New YorK—Larry J. Horan, of J. & 
J. Slater, has been named chairman of 
the shoe and leather division of the Car- 
dinal’s Special Gift Committee of the 
Laity, in connection with New York 
Catholic Charities current fund appeal 
for $2,500,000. 





LARRY J. HORAN 


Announcement of this was made by 
John A. Coleman, executive chairman, 
who stressed the fact that the committee 
is particularly interested in helping the 
children of the New York archdiocese. 
Mr. Coleman added that last year 47 
child-caring agencies of Catholic Chari- 
ties spent $7,892,000 for their wide 
range of services to 19,336 handicapped, 
neglected, dependent and delinquent 
children. 

Serving with Mr. Horan as vice chair- 
men of the shoe and leather division are: 
George Burns, Charles Cushman Co.; 
D. J. Calderazzo, Eastern Footwear 
Corp.; Vincent De Liso, Palter-DeLiso, 
Inc.; Jere de Nicola, Mel-Tone Hand- 
bags: James F. Donovan, Plastic Prod- 
ucts Corp.; Thomas England, Adams 
Bros.; Louis B. Keane, A. S. Beck Co.; 
James C. McGlynn, Well-Worth Slipper 
Co., Nathaniel J. McManus, Julian and 
Kokenge; Thomas J. Nolan, Endicott- 
Johnson Co.; William Rynne, B. Altman 
& Co.; Assad Abood, Abood Knitting 
Mills; Julius Bruno, U. S. Blind Stitch 
Machine Corp. 

Also, Willard J. Buirmester, Monarch 
Leather Co.; Thomas F. Callahan, Edco- 
White Plains, Inc.; Frank Cardone, Car- 
done, Cardone & Baker; Victor Carton, 
Vitality Shoe Co.; William Cavanaugh, 
United Shoe Machinery Corp.; Arnold 
Conlin, Dolgeville, N. Y.; William A. 
Daly, Brooklyn, N. Y.; George Daven, 
Gregory & Read Co.; Jack Dena, United 
Shoe Machinery Co.; Robert I. Emmet, 
Marshall, Meadows, Stewart, Inc.; Ray- 
mond L. Fitzgerald, Boot AND SHOE 
RECORDER; Patrick J. Gabriel, Gabriel 
Century Wood Heel Co. 

And, John Getty, Curtis, Stephens, 
Embry Co.; Gerard Grassi, Pichel 
Handbags; Charles Havranck, Swan 
Slipper Co.; John J. Holden, Selby 
Shoes; Jesse Holmes, G. R. Kinney Co., 
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AERO SHOES 
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A Jodphur that Sells on Sight 


The Justin AERO Shoe 


A proven fast-seller because it 

shows the quality of fine American 
craftsmanship. Favorite with 
flyers for 11 years. Popular for 
sport and business wear. Lus- 
trous Brown Calf, full Calf 
lined, crimped vamps. Made 
by the famous Justin Boot- 
makers.. Write for Catalog 

| and Price List. 


JUSTIN BOOT & SHOE CO. 
Box 548-K Fort Worth |, Texas 






U.S.A. 
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Rhinestone Side Bow 
Imported crystal stones 
> set in silver or gold 
background with bow 
¢ 

clips. 
IMMEDIATE DELIVERY 


Fastest selling Buckle 
retailing at co “DOLLAR” 


Dison gating, 
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Inc.; O. E. Hoskinson, Buster Brown 
Shoe Co.; Jack Kiernan, Friedman and 
Shanbron Handbags; Anthony Koss- 
man, Kossman Leather; Harry Kunze, 
Adams Bros.; Dominic La Valle, Inc.; 
Joseph Marren, Miles Shoes; Arthur 
Martin, Hanan & Son; James J. Mc- 
Grath, Arthur McMahon, J. C. Penney 
and Co.; Umberto Mestron, La Valle, 
Inc.; Joseph Minco, Arnold Constable. 

Also, John J. Moran, Creative Foot- 
wear; Olin Naylor, Montgomery Ward 
and Co.; Frank Nolan, O. A. Miller 
Treeing Machine Co.; James Pape, 
“Pape Shoes”; Patrick. G. Pisano, 
Brooklyn Beading and Novelty Co.; 
Paul Polati, Felsway Shoe Corp.; Thom- 
as Reilly, Evans Handbags Co.; Joseph 
V. Roxe, W. T. Grant Co.; Edward I. 
Shea, United Shoe Machinery Corp.; 
Ten Shea, Melville Shoe Corp.; Richard 
Tobin, Winslow Bros. & Smith; Paul 
Vincent, Wesley Handbags, and Larry 
Weeks, William Rath & Son. 


Store Has Birthday 


WINDsoR, ONT.—Trott’s Shoes, Ltd., 
Windsor, celebrated its 25th anniver- 
sary recently. 





Boot and Shoe Recorder 








NEWS OF THE 


— SESH ind Supliers 


Clinic Held to Discuss Fall Styles 





Left to right: N. C. Hayes, Edgewood representative for Kentucky and Tennes- 
see; J. B. Stone, Edgewood representative for Oklahoma, Kansas and Missouri; 
8. W. Adams, Edgewood representative for Chicago and Northern Iilinois; Tom 
Bowers, manager of Edgewood division; Gil Jones, director of customer relations; 
Ben Lavin, Goldblatt's, Chicago; A. J. Siade, Nissen's, Oklahoma City; Preston 
Brown, Bell's Bootery, Nashville; Margaret West, Edgewood Division. 


NASHVILLE, TENN.—It was brought 
out at a clinic held recently by the 
Edgewood Shoe Company, makers of 
Friendly “Teen” shoes, that young 
women are buying more and more 
saddle oxfords than they have for some 
time in the past. This is the impression 
of the three important retailers who 
were invited to Nashville to express 
their opinions of the fashion picture 
for the Fall season. These retailers 
were Preston Brown of Bell’s Bootery 
in Nashville; Ben Lavin of Goldblatt’s 
in Chicago; and A. J. Slade of Nissen’s 
in Oklahoma City. 

Tom Bowers, manager of the division 
of General Shoe Corporation selling 
Friendly “Teen” Shoes, reports that 
the meeting was very successful and 


that the Fall line of the Edgewood Shoe 
Company will feature the ideas brought 
out in the meeting. These include em- 
phasis on light, airy shoes for early 
Fall selling, further developments in 
the popular line of crepe and jumbo 
crepe shoes, new youthful variations of 
the loafers, as well as new casual treat- 
ments, all designed to appeal to the 
young woman of all ages. 


“Meetings of this type are intended 
tu make it possible to discuss mutual 
problems,” says Gil Jonas, director of 
customer relations, who arranged the 
clinic. “By working together, the manu- 
facturer and retailer can confidently 
and profitably meet the challenge pres- 
ent in today’s retail picture.” 





C. A. Grosvenor Shoe Co. 
Bought by Wholesaler 


WORCESTER, MASS.—The purchase of 
the C. A. Grosvenor Shoe Company by 
-Lane Bros., well known general line 
wholesalers of Boston, has been an- 
nounced here. The entire Grosvenor 
organization will remain intact with 
Robert Cameron remaining as presi- 
dent and E. J. Hancock as sales 
manager. Mr. Cameron has been with 
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the company for more than 25 years. 
Mr. Hancock will divide his time be- 
tween the factory and the company’s 
New York office. 





Beford Salesman Resigns 


LiTiTz, Pa.—Jules Klenin of A. J. 
Beford Shoe, Inc., announces the resig- 
nation from his sales staff of Murray 
Saffron who had covered New England 
and upper New York state. 


H. T. Cary Board Chairman 
Of Freeman Shoe 


BELoIT, Wis.—H. T. Cary, who for 
several years has been president of the 
Freeman Shoe Corporation, was re- 
cently elected to serve also as the chair- 
man of its board. 

Mr. Cary became affiliated with the 
Freeman Shoe Corporation in the early 
days of its existence and began imme- 
diately to take an active part in its man- 
agement. He was elected a director and 
officer in 1927. Since that time, he has 
been active in all phases of the com- 
pany’s management. In 1944, he was 
elected president of the company’s re- 
tail subsidiary corporations. In 1945, 
he was elected president of the corpora- 
tion and assumed active management of 
its business. 





H. T. CARY 


No other organizational changes 
were made by the Board of Directors. 

Mr. Cary says that the company’s 
backlog of orders is entirely satisfac- 
tory; all factories are operating at full 
capacity; and he is confident the com- 
pany will enjoy an excellent business in 
1949. 


Factory Moved 


Los ANGELES—The Illing Shoe Co., 
formerly of 1609 South Broadway, Los 
Angeles, has recently moved to 922 
East Pico. 

Illing will continue to specialize on 
dressy casual shoes as before. Several 
new novelties have been added to the 
Spring line. 
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Douglas Executives Hold Conference 





Seated, left to right: J. J. Duffy, New Orleans; F. J. Holub, Washington; H. 
Schneider, New York City; E. Stoeckhert, Philadelphia; R. J. Miller, Detroit; George 
Best, Bridgeport. Standing, left to right: J. $. Goodger, Kansas City; E. Lubrana, 
auditor; J. C. Mayer, N. Y. district manager; D. Z. Pickett, Detroit district mana- 


ger; M. S. Rosendhal, manager, Stores’ 


Division; H. W. Erickson, stores’ fieid 


executive; M. H. Stevens, vice-president and general manager; J. |. McCarthy, 
women's merchandise manager; L. B. Russell, treasurer; R. H. Harris, advertising 
manager; H. Shuster, N. E. district manager; J. F. Moore, district manager, Akron, 
Ohio; and J. O. Rice, district manager, Birmingham, Alabama. 


BROCKTON, MASs.—District managers 
and certain key store managers arrived 
at the W. L. Douglas Shoe Company 
recently from all parts of the country 
for a two-day sales and merchandising 
meeting with Marshall H. Stevens, ex- 
ecutive vice-president and general man- 


ager; M. S. Rosendhal, manager, 
Stores Division; and J. I. McCarthy, 
women’s and accessories merchandise 
manager. 


Lawrence B. Russell, treasurer of the 
company, spoke to the assembled group 
on the financial end of the operations; 
and Lester V. Baker from the Ellery 
A. Baker and Company, New York 


City, spoke on the future outlook for 
business as a whole. 

Future plans were discussed at 
length with particular emphasis on the 
styling of the men’s shoes. Mr. Stevens 
spoke at some length on the immediate 
future of the Douglas Company, stat- 
ing that “with some good sound selling 
and merchandising on the part of all of 
us, I see no reason why our sales curve 
should not be in an upward direction 
during 1949.” 

Tuesday evening, the entire group 
took time off from their duties to at- 
tend an informal dinner at a nearby 
restaurant. 





Appointed Vice-President 
Of B. E. Cole Co. 


Norway, Me.—J. A. Eizenstatt, presi- 
dent of the B. E. Cole Co., Norway, has 





ROBERT V. NOLAN 


announced the appointment of Robert VY. 
Nolan to the office of second vice- 
president. 
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Mr. Nolan, who joined the company in 
October, 1947, was for fifteen years 
merchandise manager of shoes at Allied 
Stores, and previously was buyer of 
women’s shoes at Abraham & Straus, 
Crooklyn. He will continue in the ca- 
pacity of sales manager for the Tiffany 
Originals Division of the B. E. Cole Co. 





Reports to Employes on 
Phonograph Record 


LANCASTER, PA —The Armstrong 
Cork Company is reporting its 1948 
operations to employes this year by 
means of a simulated record album 
which contains an unbreakable minia- 
ture vinyl phonograph record and a 
written analysis. The recorded portion 
of the report is a three-minute spoken 
analysis by H. W. Prentis, Jr., company 
president. 

Each of Armstrong’s employes has 
been mailed a copy of the album con- 
taining the 7-inch record. Mr. Prentis’ 
spoken report is intended to supplement 
the brief report which the album con- 
tains. The report is entitled “The Rec- 
ord of a Record Year.” 


Turke Made General Manager 
Of Davidson Rubber Co. 


CHARLESTOWN, Mass.—Stephen Fr. 
Turke has been appointed general man- 
ager of the Davidson Rubber Company, 
one of the oldest rubber manufacturing 
plants in the country making rubber 
drug sundries, sponge rubber, molded 
and sheets, bathing wear and rubber for 
industrial equipment. He has been 
elected to the board of directors of the 
company to serve with L. P. Paul, presi- 
dent; V. P. Burke, treasurer; Clarence 
I. Newton, secretary: Harold S. Liddick 
and George D. Brown. 

Mr. Turke is a graduate of Bentley 
School of Accounting and Finance, class 
of 1935. He attended Boston University 
School of Business Administration from 
1935-1938. From 1939, Mr. Turke held 





STEPHEN P. TURKE 


various executive and administrative 
positions with the Cambridge Rubber 
Company. His duties covered operations 
in both this country and Canada, Mr. 
Turke is a member cf the Rubber Manu- 
facturers’ Association, American Chem- 
ical Society, American Management As- 
sociation and was for several years 
director of the Cambridge Chamber of 
Commerce. 

Mr. Turke’s appointment is one of sev- 
eral steps taken by the Davidson Rubber 
Company in a program of organization, 
plant and product improvement. 


Friedman-Shelby Opens 
New Chicago Office 


CHICAGO.—A new sales office for the 
Friedman-Shelby division of Interna- 
tional Shoe Company, St. Louis, has 
been opened here in the Republic Build- 
ing, at 209 South State Street. The 
office will serve as headquarters for the 
three men covering Cook County and 
Northern Indiana. 

Fred L. Gary has the Chicago terri- 
tory from 63rd Street South, also Gary, 
and Hammond, Indiana. Robert Star- 
ling covers Chicago from Madison Street 
South; and Mike Raftenberg, from Mad- 
ison Street North. 
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Phyl- Flex They are walking out of scores of Gp ae 


America’s best stores with thousands = %, 
of customers inside them. Save by se P| % 
S$ buying direct from the manufacturer. ra : A] 
Write for new Spring Catalog. ee f\ A. S. 
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retailers , MOCCASINS 
Women’s, Misses’, Children’s | | , : $5.65 






Wedgies, Casuals, Sports 
PHYLLIS 


low heels SHOE CO. 


Salesmen: Some open territories. Write for details. Lowell, Mass. 








CHILDREN’S $2.98 RETAILER! \* 
Coo. EGypTIAN SANDAL $ ‘3. 75 Sea 
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IN W HITE OR RED ELK Exclusively ours, Bangor Hand Sewn Loafers 


A dressy shoe made of best ma- | are the best buy we've seen in years — 
terials with leather sole and rub- and they're in stock for immediate shipment! 








ber heel for long wear. 6045 — Women's Hand Sewn Antiqued Brown Elk 2-Strap 
Mail Your order today! a ee 
2311 5¥,- J 6046 — Same in Red scibabeal LE EE TEIE NS $3.75 
S12 sis as 2 ase Oe 

= 8/13 Red Elk 1.95 6034 — Women's Hand Sewn Antiqued Brown Elk Saddle 
<a 310 81/,-3 Wht. Eik 1.95 Moccasin Loafer, Non-Marking Tan Sole and Heel. $3.65 
= Terms 2% 10 days eek | Renae $3.6 

IN-STOCK IMMEDIATE DELIVERY S Width, 5-9; M Width, 4-9 + Terms: Net 30 Days. 


Other Colors and Styles Avaliable —— Write for our Catalog! 


36 Pr. Case lots to style and color—Extra 3% disc. 


CENTERVILLE SHOE CO. ! BRATTLEBORO 
CENTERVILLE. MICHIGAN DUNHAM BROTHERS - VERMONT 
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Former Retailers Now Selling on Road __ Slightly Lower Net Income 
Reported by Compo 


BostoN—Compo Shoe Machinery Cor- 
poration reports net income of $312,319 
for 1948, after all charges including 
federal taxes on income, amounting to 
$1.01 per share on the 309,287 out- 
standing shares. This compares with 
net income of $320,153 for 1947, equal 
to $1.06 per share on the 299,954 shares 
then outstanding. 





Paul] H. Mason, president of the com- 
pany, observes in his letter to share- 
holders that: “Although the shoe in- 
dustry suffered a slight recession in 
1948 we are glad to report that we have 
been able to increase our investment in 

2 revenue producing equipment in shoe 
CHESTER A. SMITH GEORGE M. REED factories by $129,329, bringing our 
total assets to $3,352,712. Working 
Both Mr. Reed and Mr. Smith had had experience in the retail branch of the capital has been increased by $54,233 


industry before taking to the road with the Enna Jettick line, as previously an- t h iti intained.” 
nounced. The former, now covering Kansas and Nebraska and parts of lowa and linha clgaeapnieieaapaniis 





Missouri, was at one time assistant shoe buyer of a large Midwestern department The report notes that during the 
store. The latter, traveling Arkansas, Oklahoma, Louisiana and the Texas Pan- year the company’s trade position was 
handle, spent fifteen years in retail stores in lowa and Kansas. strengthened through the development 


of the new Compo rotary press for 
children’s and juvenile shoes and the 
wood heel screw inserter, as well as by 
Los ANGELES, CALIF.—The Sun-Cal : “? the acquisition of a modern plant at 
Shoe Company of Los Angeles has these shoes will fill a wanted spot in Mansfield, Mass., for production of 
added a new line of Cuban heel, Cali- many stores. They are being shown chemical products including adhesives 
fornia process shoes which are trade in both smooth and suede leathers. and solvents used in shoe production. 





Adds New Line named “Hollywood Walkers.” Accord- 
ing to sales manager Ben Batterman, 
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“AMERICA’S FINEST" 
Toe and Ballet Shoes 


ELVA 


& SONS, Inc. 


1607 B'way 
New York 19 
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$1.65 


AND UP 


Send for Catalog 
Terms: 2/10 N/30 





Men's, Boys’ and Women's 


ARNOFF SHOE COMPANY 
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WORK SHOES 











Men’s Popular Priced Work Shoes 
and 
Men’s Steel Toe Safety Shoes 


Union Made 


GOODWILL SHOE COMPANY 


_ oe. 


Mallice. 
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EDUCATIONAL 
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FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 





Write for Bulletin BS-4 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 

185 No. Wabash Ave., Chicaqe 1, Ill. 
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Large National Campaign 
To Sell Loafer Sox 


Ripon, WIs.—The largest national 
campaign in the history of the Ripon 
Knitting Works, designed to sell loafer 
sox during all seasons of the year, is 














Loafer sox de luxe for style-conscious 
women and girls. 


scheduled to begin with the April 4th 
issue of Life. The campaign will use, 
also, such national publications as Holi- 
day, Ladies’ Home Journal, Woman’s 
Home Companion, Parents’ Magazine, 
Esquire, True, Field & Stream, Outdoor 
Life, Sports Afield and Sport Maga- 
zine. 

The campaign is purposely being 
started far earlier than it did last year 
in order to stimulate dealer business 
during the Spring and Summer months. 
In addition, there is a complete promo- 
tional campaign. 

New in the Ripon line are three 
styles—a Mickey Mouse design for 
children; a de luxe style designed to 
appeal to fashion-conscious women and 
girls, and a light weight number for 
wear even during the hot Summer 
months. All are made in a wide variety 
of colors. 





Enna Jetticks to Participate 
In Three Broadcasts 


AUBURN, N. Y.—Enna Jettick Shoes, 
Inc., of Auburn, N. Y., have sent their 
customers an outline of their national 
broadcasts which began March 13. 

Enna Jetticks will participate week- 
ly in each of three radio programs. The 
list of stations to be used is im- 
pressive, reaching every section of the 
country. 

Many in the trade will recall that 
Enna Jettick pioneered on the air for 
shoes many years ago with a musical 
program. 





Well-Known Salesman Retires 


BostoN—Philip English, dean of the 
sales staff of French, Shriner & Urner 
Manufacturing Company, has retired 
from active duty after many years of 
selling shoes on the road. He will con- 
tinue to make his Winter home in 
Brookline and his Summer home in 
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The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 
This illustrated glossary of trade 
and technical terms serves a 
very useful purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 
erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75¢ per copy, prepaid 
BOOT and SHOE 


RDER 100 East 42nd Street 
RECORDE New York 17, N. Y. 















Plymouth as he has for a number of 
years. 

Mr. English was at one time a manu- 
facturer, after which he traveled the 
Midwest for the Crossett Shoe Com- 
pany. For the last 15 years he has cov- 
ered the Southeast as far South as 
Alabama, selling French, Shriner & 
Urner shoes. 





Two Catalogs Issued by 


Colt-Cromwell 
BostoN—Colt-Cromwell Co., Inc., of 
Boston, manufacturers of Majorette 


boots, jodhpur, riding and utility boots, 
moccasins and shoulder strap bags has 
just issued two new Golden Anniversary 
catalogs. 

These publications are all inclusive, 
one presenting the full line of Colt 
Cromwell boots, the other featuring 
the extensive and varied models of 
shoulder strap bags. 
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ACROBATIC SANDALS 
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green and b ue 

SIZES 9 to 
end 

SIZES 4 to 9 


Also available 
with leather sole 


Crepe S° 


JAYRICH FOOTWEAR CO. 


East Lynn, Mass. 
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X-RAY MACHINES 
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SURE SAFETY 
Insist on Genuine 


ADRIAN 
Safoly, First 
X-RAY 


Get all the facts on ADRIAN 
“RAY-TITE” Safety Construction. 


were mw. B. ADRIAN sons 
/ X-RAY COMPANY 
Milwaukee 7, Wis. 








507 S. Howell Ave. 





Manufacturer to Build 
New Factory 


WILKES-BARRE, Pa.—Faith Shoe Co., 
Inc., which manufactures play shoes 
at 17 LeGrand Avenue, will build a 
$115,000 factory on Beekman Street. 
The new cinder block structure will 
contain 23,000 square feet of floor 
space. Continuous steel sash will pro- 
vide large daylight areas which will be 
supplemented by fluorescent lighting. 
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Sundial Advertisement 
Sets New Record 


MANCHESTER, N. H.—A 392-line ad- 
vertisement of the Sundial Shoe Com- 
pany, of Manchester, topped all other 
national advertisements in woman 
readership in The Continuing Study 
of Newspaper Reading No. 122 con- 
ducted in the Richmond, Virginia, 
Times-Dispatch—the results of which 
have recently been released. In addi- 
tion, it achieved the highest readership 
of any wearing apparel advertisement 
ever recorded in the 122 studies con- 
ducted since their inception in 1939. 
The previous high was established the 
first year of the study, nearly ten years 
ago. 

The continuing study is conducted 
by the Advertising Research Founda- 
tion, which is sponsored jointly by the 
Association of National Advertisers 
and the American Association of Ad- 
vertising Agencies and is made in co- 
operation with The Bureau of Adver- 
tising of the American Newspaper Pub- 
lishers Association. It is widely used 
in advertising and newspaper circles 
as a source of factual data on the 
readership of advertisements and edi- 
torial material. Another remarkable 
aspect of the record-breaking perform- 
ance of the Sundial copy was the fact 
that it was “buried” beside a 6-column 
chain store ad featuring low-priced 
juvenile shoes. 

The Sundial advertisement featured 
women’s and juvenile shoes in the top 
portion and boys’ and men’s shoes at 
the bottom, in one of their so-called 
“family-type” layouts. This led to a 
reversal of the usual readership pat- 
tern, for instead of losing readers be- 
tween the top and the bottom, the Sun- 
dial copy trivled its male readership 
for the men’s shoe section near the 
signature. 

The Sundial Shoe Company is a divi- 
sion of International Shoe Company 
and in the last five years has devel- 
oped into a major newspaper adver- 
tiser, regularly using nearly 100 pa- 
pers throughout its territory. Sundial 
advertising is prepared by Hoag & 
Provandie, Inc., Boston. under the di- 
rection of J. L. Young, advertising 
manager of Sundial. 





Three New Hosiery Colors 
Added to Kayser Line 


NEW YORK—To supplement the Jan- 
uary, 1949. selections of hosiery colors 
for Spring and Summer selling, Julius 
Kayser & Co. announces three addi- 
tional shades for immediate delivery: 

Bonny—a warm beige, appropriate 
with the new blonde tones; from pale 
beige to golden tones and suggested for 
brighter pastels and white: Harmony— 
a new light taupe for black. middle 
brown tones, taupes. greys, greens. and 
blues; and Blue Mist—a misty, blue- 
grev tone for navy blue and the entire 
lighter blue and grey range. 








NET 

Minimum packing 36 
pair. Mixed colors if 
desired. 











A truly amazing 


To retail at 


$4.96 


sandal, 
Brown, White and 
Red with "No-Mark” 


Sizes Sport Sole. 


Infants 4-8, Childs 8!/2-12, 
Misses 12!/2-3. 


A letter or wire will bring samples. 
Delivery 10 days to 2 weeks. 
Write for catalog. 


DARLING sHOECO. 
769 GRAND STREET 
BROOKLYN II, N.Y. 














Leather Firm in New 


Boston Office 


New York.—Richard Young Com- 
pany have completed the remodeling of 
their Boston office, and announce that 
their headquarters and principal sales 
offices are now located at 54 South Street, 
that city. 

The Eastern sales offices will be located 
on the 12th floor at 295 Fifth Avenue, 
New York, under the direction of Fred 
A. Chilton, vice-president. 

The appointment of Joseph R. Kueven 
as Ohio representative, with offices at 
626 Broadway, Cincinnati, is also an- 
nounced. Other sales representatives 
continue as heretofore: Nicholas J. Fel- 
ten, 130 North Wells St., Chicago; 
Harold I. Stewart, 918 North 4th St., 
Milwaukee; O. B. Dahm, 1602 Locust 
Street, St. Louis; A. J. & J. R. Cook Com- 
pany, 1220 Maple Avenue, Los Angeles 
and 237 8th Street, San Francisco. 





Factory Expansion Planned 


LACONIA, N. H.—A factory addition 
with 4000 square feet of floor space will 
be constructed soon by the Laconia Shoe 
Co., it has been announced by Irving 
Selig, vice-president and manager of 
the concern, who said the expansion will 
permit the employment of 50 additional 
workers. At present the firm has a 
payroll of about 170. 
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Exclusive distributor of the popular ART 
CHROME Steel Furniture for the Shoe 
Trade. Samples can be seen in our dis- 
play room or write for illustrated folder 
and prices. 


LYONS & COMPANY 
120 DUANE STREET NEW YORK 7, W. Y. 
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BARIS SELLS 


Quality Shoes from Surplus 
Merchandise. Better for Less 
BARIS SHOE CO., Inc. 
WOrth 2-5180-1 
79-81 Reade St., New York 7, W. Y. 
Sample Office, Haas Bidg., Los Angeles, Cal. 
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PRICE TICKETS 
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PRICE TICKETS bring sales! 


Many Colors—109 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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Display Rooms Opened by 
New Wholesale Firm 


DETROIT.—New permanent display 
rooms have been opened here on the 
second floor of the Tuller Hotel by the 
new K and W Shoe Sales, established 
by Charles Klein and Morrey Weis- 
berg. 

The two partners have been in the 
business for some time in this terri- 
tory. Weisberg was traveler for the 
Best Shoe Company for ten years, and 
Klein has been with various firms as 
a traveler for the past four years and 
was in the retail business for about 
twenty years before that. 

In their new offices, Weisberg will 
handle the J. Baker Co., Inc., line, 
while Klein will represent the Ham- 
mond Moccasin, Ine. 
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What’s New 


Imported Leather Made from 
Skin of Catfish 








New York.—Silram Trading Corpora- 
tion is offering a novelty leather made 
of catfish skin, tanned and dyed in Ice- 
land where the fish are caught. It is 
claimed that the leather is not only 
strong but supple. Shoe by LaValle; 
pullover by Grace Powell; and handbag 
by Buckner Import. The lecther is avail- 
able in a wide range of colors. 





Display Fixture Designed 
For Golf Shoes 


BROCKTON, MASS.—For smaller re- 
tail outlets, the Charles A. Eaton Com- 
pany has designed a display piece hold- 
ing four styles of its Etonic First-in- 





Occupies little space yet displays four 
golf shoes. 


Fit golf shoes which is offered free to 
any dealer placing an initial order for 
four or more pairs of “Scots Guard,” 
“Triple Weather-Sealed” or “Double 
Weather-Sealed” golf shoes. Order 
blanks are supplied with the display 
piece. 

Etonic golf shoes are all carried 
in-stock which means not only that 
orders are filled within a week but that 
a retailer can carry a smaller stock on 
his shelves and be assured of prompt 
service. 
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Ideas 











SHOE RETAILERS 


[LOOK AHEAD! 


for quick help from the only book of its 
kind; encyclopedia of practicable, workable 
ideas for the experienced merchant. No 
theories—all tried, true . . . NOT just an- 
other shoe book, but offers in addition to 
138 specific shoe promotions, the best ideas 
from the entire retailing field for instant 
adaptation to his particular requirements. 
Foreword by PAUL H. NYSTROM, Pro 





fessor of Marketing, School of Business, 
| Columbia University. 
| Please remit with order. 
5% x8 40 Chpts. 
306 Pages 3.50 Postpaid 


BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 17, N. Y. 








Two New Officers Named 
By Wm. Iselin & Co. 

NEw YoRK—William Iselin & Co., 
Inc., factors, announces the appoirt- 
ment of Walter E. Krause as assistant 
secretary and Richard S. Perry as as- 
sistant treasurer of the corporation. 

Mr. Krause joined William Iselin & 
Co., Ine., in 1942 after a long career in 
the investment banking business in 
Philadelphia. He has been their new 
business representative in the Pennsyl- 
vania area. In his new position he will 
assume responsibilities in connection 
with Iselin clients in the New York and 
Philadelphia areas. Arnold Moore suc- 
ceeds him as new business representa- 
tive in Pennsylvania. 

Mr. Perry joined William Iselin & 
Co., Inc., in 1941. Since returning from 
service in the United States Navy, he 
has been a senior loan administrator 
and will continue in this capacity with 
additional administrative responsibili- 
ties. 
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SALESMEN WANTED 








YOUR FUTURE 


MAY BE IN THIS ADVERTISEMENT 


An excellent opportunity to travel for one of America’s best 
known Manufacturers of Rubber, Canvas Sport and Casual and 
Woolen Footwear. A line that is nationally advertised and pro- 
moted with a trade mark known to millions. This is a permanent 
position. To qualify you must be between 25 and 35 years of 
age, with retail footwear experience, and free to travel. Must 
be ambitious, aggressive, a hard worker, in good health and of 
good character. An automobile is necessary. It’s a job with a 
future. Tell all about yourself (in confidence), in your first let- 


ter to 


Address Box 145, care BOOT & SHOE RECORDER, 100 East 42nd Street, New York 17, N. Y. 














ability? 


1701 Webster Street 


We have a few good territories available to ambitious, aggressive, hard- | 
working men who like to travel and have a working knowledge of Foot 
Correctives and how to fit them. Must own car and give full time to line. 


Write in confidence to Mr. Erlewine, giving full particulars, qualifications, and photo. 


SCOTT FOOT APPLIANCE COMPANY 


LOOK TO YOUR FUTURE! | 


Are you dissatisfied with your present earnings and doubtful as to the 
future? Are you desirous of making a permanent connection with a 
well established, reputable firm where you would be happy in your work 
with possibilities for earnings limited only by your own initiative and 


Omaha 2, Nebraska 














SALESMEN WANTED FOR FOLLOWING TERRITORIES 
Pittsburgh and Western Penna.—New York State 
(excluding Metropolitan New York)—Ohio, Indiana 
and Kentucky—Alabama, Miss., Tenn. and Arkan- 
sas—Florida and Geergia—So. Carolina. 

Complete popular priced Women’s Line in stock: 
Novelties, Casuals, Sports, and Arch Shoes. Na- 
tionally known, consistently advertised. Unusual 
opportunity. Write full particulars. 


Address Box 142, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











PENNSYLVANIA MANUFACTURER, ESTABLISHED CON- 
CERN, Looking for reliable Salesmen to cover follow- 
ing territories with POPULAR LINE of INFANTS’ & 
CHILDREN’S PREWELTS, with Stock Department: 
Kentucky, Tennessee, Ohio, Indiana, Illinois, Wiscon- 
sin, Minnesota, lowa, Missouri, WN , Kansas, 
No. and So. Cfakota, Colorade, New Mexico, Arizonc. 
Give full details with application. 
Address Box (21, eare BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 





S ALESMEN WANTED FOR NATIONAL 

DISTRIRUTOR’S LINE of Men’s and 
Boys’ Shoes, in Texas, Louisiana, Mississippi. 
Alabama, Virginia. West Virginia. Pennsvl 
vania, Iowa, Northern New England. Address 
#965, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y 


REPRESENTATIVE 


For the Following Territories: 
West Virginia, Virginia, North 
Carolina, South Carolina, Florida, 
Georgia, Alabama, Mississippi, to 
carry Nationally Advertised Line 
of Top Grade Children’s and Grow- 
ing Girls’ Welts, both regular and 
orthopedic. No objection to non- 
conflicting side line. Write, giving 
details of qualifications and experi- 
ence. 

Address Box 183, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 














NORTH AND SOUTH CAROLINA 
| TERRITORY OPEN 


A leading concern, manufac- 
turing nationally advertised 
California casuals, outstanding 
in their field, desires a top- 
notch shoe salesman with resi- 
dence in the Carolinas. Hand 
written application covering 
past experience, territories 
travelled, present line carried, 
references, age, and family 
status requested. Recent snap- 
shot desired. 


OUTSTANDING OPPORTUNITY 
FOR EXPERIENCED SALESMAN 


Address Box 190, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 











XPERIENCED SALESMEN_ CALLING 

ON INDEPENDENT RETAILERS. Fast 
moving Jobbers, otters Line of low priced Wo- 
men’s Casuals, Children’s Stitch-downs. Prices 
will meet competition. We pay 7% commission. 
Write us in strict confidence. Address #146, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 





ALESMEN: TEXAS, OKLAHOMA, TENN- 

ESSEE territories. Full time representatives 
to’ sell old established Line of Men’s and Boys’ 
Work and Medium-priced Dress Shoes. Guar- 
anteed salary and expenses. Give previous sales 
experience and references. Address JUNG 
SHOE MFG. CO., Sheboygan, Wisconsin. 





>~ALESMAN—QU ALITY MINDED, to sell 
S one of the leading Pennsyivania made 
Juvenile Lines of Welt and Prewelt Shoes in 
the following territories: Virginia, North Caro- 
lina and South Carolina; Georgia, Alabama and 
Florida; Tennessee, Louisiana, Arkansas and 
Mississippi. Only men with experience calling 
on well rated quality Shee and Department 
Stores need apply. Commission bais. Give com- 
plete details as to age, experience and cther 
qualifications in first letter. No objections to 
non-conflicting lines. Address #198, care Boot 
& Shoe Recorder, 190 East 42nd Street, New 
: ee 


York 17, N 








CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified ad- 
vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


= Advertisements for this page must be in our New York Office 15 days preceding publication date “Gj 
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SALESMEN 


Short Line of fine Handsewn 
Moccasins and Women’s 
Goodyear Welts. Retail $6 
and $7. 


1}  Qutstanding side line for 
experienced men with es- 
tablished following. Most 
territories open. 





Address Box 209, core BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 
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ANTED: EXPERIENCED SALESMAN 

to cover South Carolina and part of North 
Carolina, in established territory with Shoe 
Jobber of General Line, located in South Caro- 
lina. Liberal drawing account. Write giving all 
particulars. Address #194, care Boot & Shoe 
Recorder, 100 East 42nd Street, New York 
7. BR; ¥ 





WIDE AWAKE SALESMAN 
We have an excellent proposition 
Selling a Nationally Ad- 
vertised Line of Women’s Casuals, retail $7 
and $8 in Louisiana, Arkansas, Tennessee, 
Mississippi, Alabama. State qualifications and 
references in first letter. All replies held con- 
fidential. Address 3196, care Boot & Shoe 
—a 100 East 42nd Street, New York 17, 


OR A 
ONLY: 
for the right man. 





XPERIENCED SOUTHERN MEN ONLY. 

Oldest, large Boston firm offers General 
Line on full or side line basis. Permanent con- 
nections of high integrity and consistent growth. 
Attractive terms; high Company fidelity and re- 
pute. Replies confidential. Address #205, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 





ALESMEN WANTED: SOUTHEAST TER- 

RITORY, by Manufacturer of Women’s 
high style Casual and Better Dress Shoes. 
Write at once in confidence giving details. 
BRIEF SHOF CO., 21734 South Spring, Los 
Angeles 12, Cal. 





ALESMEN WANTED: For Old Established 

Firm with General Line of Footwear at Pop- 
ular Prices. Will consider sideline salesmen or 
full time salesmen to cover the following States: 
Nebraska, North and South Dakota; Ok'ahoma; 
Texas; Kansas and Missouri. Write giving full 
particulars. Address #214. care Boot & Shoe 
a 100 East 42nd Street New York 17, 








XPERIENCED SALESMEN WANTED 

FOR MIDWEST FACTORY making better 
grade Children’s and Women’s Slip Lasted 
Shoes. Can be carried as sideline on non-com- 
petitive basis. Write giving age, experience, 
territory coverage and references. Replies held 
strict y confidential. Address: Box 2212, care 
of Boot and Shoe Recorder, 712 North 12th 
Blvd., St. Louis 1, Mo. 





SIDE LINE SALESMEN WTD. 


ANUFACTURER OF METAL. RHINE- 
STONE AND CUT STEEL SHOE 
BOWS desires salesmen calling on Ladies’ 
Shoe — to carry on small trav of terrific 
Metal Ornaments, RHINESTONE CREA. 
TIONS, 751 No. 39th Street, Philadelphia 4, Pa 
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SIDE LINE SALESMAN WTD. 


LINE WANTED 





SELL GENUINE nee scat MEN’S 
WALLETS to Shoe Departments and Stores. 
Priced 40% below average retail price. Direct 
from Manufacturer. All territories open; 

eral commission; All particulars in first letter. 
HERBERT MANE, Box #811, GPO, New 
Yok 1, B.. Y. 





IDE-LINE SALESMEN FOR INFANTS’ 

HANDSEWN MOCCASINS; commission 
basis. Please state what territory you cover. 
Territories open Midwest, Southwest and West 
Coast. Address #204, care Boot & Shoe Re- 
corder, 100 East 42nd Street, New York 17. 
B. ¥. 


NE-SHOE” LINE—Just one extra shoe 

in your bag—All Leather Summer Huar- 
ache Sandal for Women and Children; Leather 
Sole and Crepe Sole, to retail under $2.00. De- 
livery from stock. Men wanted in all territories. 
Address #213, care Boot & Shoe Ps mei 100 
East 42nd Street, New York 17, N. 





HELP WANTED 








CANADIAN CHAIN 
WANTS DISPLAY MAN 


Canadian Retail Shoe Chain requires 
a window display man capable of plan- 
ning modern displays with a sales 
punch. Give details of your experi- 
ence, sample photographs of windows 
if possible, and salary. All replies 
confidential. 

Address Bex 186, care BOOT & SHOE RECORDER 

100 East 42nd Street, New York 17, N. Y. 








OPPORTUNITY FOR 
CHAIN STORE MAN 


A large Canadian Shoe Or- 
ganization is in need of an 
experienced man who can 
successfully manage a Chain 
of 60 Retail Shoe Stores. 
Please write fully, giving de- 
tails of your experience, sal- 
ary, and photograph. All re- 
plies will be held in strictest 
confidence. 


Address Box 187, care BOOT & SHOE — 
100 East 42nd Street. New York 17, N 








— 


Men under 35 with Family Shoe 
Store, Managerial or Assistant 
Managerial experience and now 
living in the Midwest. We have 
four openings in Illinois, Indiana 
and Ohio, paying salary, PMs and 


bonuses. Replies must state age, 
experience, education and present 
earnings. 


MILLER - JONES COMPANY 
Box 658 Columbus, Ohio 














POSITION WANTED 





ALESMAN, RETAIL. THOROUGHLY EX- 

PERIENCEDP in Better Shoes; willing to 
relocate. Excellent references. Address #211, 
care Boot & Shoe Recorder, 109 East 42nd 
Street, New York 17, N. Y 





| 
| 





a Zi v 
LINE WANTED 
Salesman, single, 40; with big follow- 
ing in New Jersey and Connecticut, 
covering those territories by own car, 
seeks new connections. 


Address Box 189, care BOOT & SHOE on 
100 East 42nd Street, New York 17, N. 














XPERIENCED SALESMAN WANTS 

MANUFACTURER’S LINE Popular Price 
Casuals for New York and East Coast States. 
Address #188, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 


St CCESSFUL, ESTABLISHED SALES- 
MAN seeks new Factory Connection for 
Southeast, Maryland thru New Orleans. Ad- 
dress 2195, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y 








CHICAGO AND ADJOINING TERRITORIES: 


Experienced salesman with loyal following 
of the better grade family and children’s 
shoe operations will take on high-grade 
Manufacturer’s Line and will devote ef- 
forts 100%. Excellent references. 


Address Box 200, care BOOT & SHOE RECORDER 
209 South State Street, Chicago 4, Ill. 











OTH CASUALS AND SPORT LINE, 

WOMEN’S, by experienced volume sales- 
man for Chicago and St. Louis. Address: Box 
#199, care Boot & Shoe Recorder, 209 So. 
State Street, Chicago 4, Il. 


OUNG SALESMAN, 7 YEARS’ EXPE- 
RIENCE: now Buyer-Manager, desires Man 
facturer’s Line in Southern States. Replies 
confidential. References. Address #201. care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 








VOLUME SALESMAN 


Desires connection with top-notch com- 
petitive manufacturer of Casuals, to sell 
Chains and Jobbers in Eastern territory. 
Can produce real volume. Highest ref- 
erences available. 


Address Box 216, care BOOT & SHOE i: ae 
100 East 42nd Street, New York 17, N. Y 











}E ARE INTERESTED IN A GOOD, 

ALL-LEATHER Casual Shoe Line, possibly 
other good Lines; commission basis, West 
Coast territory. Address #202, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
Verk.37,. N.Y; 





Al TENTION MANUFACTURERS: For 
Louisiana, Nationally known Line; Travel- 
ing this territory for many years; Energetic, 
dependable; Have best of references from de- 
sirable accounts. Address #206, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N. ¥ 





BUSINESS OPPORTUNITY 








CONTRACTOR WANTED 


Nationally known firm needs additional 

slip lasted slippers $3- $4 retail for Fall 

"49. Requires minimum 20 cases per day on 

full season contract basis. Plant must be 

within 300 miles of New York City. 

Address Box 208, care BOOT & SHOE RECORDER 
100 Eact 42nd Street, New York 17, N. Y. 











gl 3 SHOE MANUFACTURERS! 

For Sale; reasonable; New Machinery for 
making Wedgies and Heels for Shoes; complete 
with Patterns, etc. Excellent chance establishing 
fine business. L. J. HARVARD, 2445 Es- 
planade, Bronx 67, New York. TEL. Oilin- 


ville 4-5042 


Boot and Shoe Recorder 











BUSINESS OPPORTUNITY — 





WANTED TO PURCHASE 


WANTED TO PURCHASE 














ATTENTION 
SHOE MANUFACTURERS! 


If you have an established factory mak- 
ing Women’s Casual Footwear in the low 
price field and have room for 50,000 ad- 
ditional pairs per year, write for appoint- 
ment. No investment. Replies strictly con- 
fidential. 

Address Box 207, care BOOT & mee Per 

100 East 42nd Street, New 











FOR SALE 





modern fronts; handling nationally 
medium priced Lines; exceptionally clean stock; 
present volume $125,000, with absentee owner- 
ship; much higher potential; 
3%. May be bought separately or together, at 
inventory, plus fixtures. 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


WO (2) WELL-ESTABLISHED FAMILY 
SHOE STORES in North Jersey; New, 
advertised, 


rental less than 


Address #191, care 





location is 100% 
leased living quarters above store; 
Branded Lines of Men’s, Women's, 
Shoes and Accessories have enabled us to build 
large customer clientele locally anid in surround- 
ing farm area with potential volume of $100,- | 
000 annually. | 
climate and desires to sell reasonably. 
#197, care Boot & Shoe Recorder, 
42nd Street. New York 17, N. Y. 


ODERN FAMILY SHOE STORE: Most 
beautiful store, with downstairs repair de- 


partment, in Midwest college town of 20,000 


population, plus student enrollment of 10,000; 
; rent is negligible by virtue of 
exclusive 


Children’s 


Owner must move to warmer 
Address 
100 East 





at inventory. 
TYLER’S SHOE STORE, 122 East First, 
Port Angeles, Washington 


HEALTH SPOT SHOE STORE, established 


12 years; Good profitable business; Will sell 
Full price about $7,000. Write: 





advertised, 
Managing partner. 


AMILY SHOE STORE, 100% LOCATION 
in large, Southern City, doing $150,900 in 
Popular Prices. Will consider 
Address #203, care Boot & 
Recorder, 100 East 42nd Strect, New 





in Southeastern Ohio town of 21,000; 
dustries; Good lease. Reason for selling, ill 

health. For further details—Address #210. care | 
Boot & Shoe Recorder, 
New York 17, N. Y. | 


York 1 a7, es & 
Lov ELY, MODERN WOMEN’S AND 
CHILDREN’S SHOE STORE, Salon Type, 


26 in- 


100 East 42nd Street, | 





Wi ESTABLISHED FAMILY 


Shoes and Rubber Footwear. 
road town and Dairy 
ALBERT AND McMAHON, 
Susquehanna, Pa. 


SHOE 
STORE, good clean stock of Ponuiar Brands 
Located in rail- 
Farming Community. 
121 Main Street, 





land’s fastest growing community. 
Nationally advertised Lines. 
sale. Pays to investigate. 
Boot & Shoe Recorder, 
New York 17, N. 


R SALE; OR PARTNERSHIP CON. 
SIDERED, Family Shoe Store in Long Is- 
Clean stock; 
Illness necessitates 
Address 3215, care 
190 East 42nd Street, 





WANTED TO PURCHASE 





plete Stocks. Will pay 
STRAHL SHOE CO., Exporters and Import- 
ers, 1230 Fifth Avenue, San Di 


ARCH TYPE SHOES FOR MEN, WOMEN 


AND CHILDREN. Close-outs or com- 


top cash prices. 


ego, California. 








JOBS - CANCELLATIONS - CLOSE OUTS 

AND IRREGULARS FROM FACTORY 

SOURCES ONLY - FOR DETAILS WRITE 
P. O. BOX 805, 
SYRACUSE, N. Y. 








SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 


95 Reade St., New York 13, N. Y. 
Foremost Shoe Buyers Since 1906 
COrtiandt 7-6378-9 





CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-255 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 





WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 


of Quality Shoes for Men Women and 
Children. 


For Cash 
BROITMAN-GAFFIN SHOES, INC. 
147 Duane Street, New York 7, N. Y. 
Telephone BEekman 3-7290 




















Quality Shoes for Men, Women 
and Children 
Scrupulous Protection 


BARIS BUYS for CASH 
e 


Sur Name and Brand since 1932 


ARIS SHOE CO., Inc. 


New York 7, W. Y. 






oe Term Leases Assumed 





Tel.: WOrth 2-5180 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 


YOUR NAME AND BRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 











MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 
Discontinued stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-8961 














MERCHANTS’ NEEDS 











NEW ADJUSTABLE 


Price — G 

remains "Po 

desired ee LLY LIP 

tion at all for Price Tickets 

times. 

This is an ex- 

clusive pat- 

ented feature. 
$5 gross 

$2.75 

half gross 


M. D. POLLINGER CO. 


HOLLAND BLDG. ST. LOUIS, MO. 








April i, 1949 








GET TOP VALUE 


In Selling Your 


e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 











MERCHANTS’ NEEDS 





Mats AND Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


—if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
A quarterly matrix service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 
S 


2. Vincent Edwards Idea Clipping 


Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


VINCENT EDWARDS & CO. 
World’s largest advertising 
service organization 
342 Madison Ave. 
New York City 
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MERCHANTS’ NEEDS MERCHANTS’ NEEDS 











| WINDOW REACHER —A SALES SAVER 


Sturdy Construction, will last a life time. 
Overall length five feet. 












m Spet new handise in your wind in on instent's 
Price $5.50 time. Seve sales easily; try on ony shoe ond repiece 
it without disturbing your regular window trim. 


Flore Sales Saver Company, Reom 700, 503 N. Twelfth Bivd., St. Louis 1, Missouri 




















SALESMEN WANTED | SALESMEN WANTED 








Outstanding Opportunity 
FOR EXPERIENCED SALESMEN 


The increased demand for naiionally advertised California 
Casuals of a leading manufacturer requires changes in the setup 
of the sales organization. Our salesmen are informed of the sit- 
uation. We need top-notch men who must be ambitious, aggres- 
sive and in good health for the following territories: 





MASSACHUSETTS DELAWARE IOWA 

MAINE KENTUCKY MINNESOTA 
NEW HAMPSHIRE MARYLAND NORTH DAKOTA 
RHODE ISLAND VIRGINIA SOUTH DAKOTA 
VERMONT WEST VIRGINIA WISCONSIN 
NEBRASKA NORTH CAROLINA MISSISSIPPI 
MISSOURI SOUTH CAROLINA TENNESSEE 


Slight changes in the boundaries could be considered. Only 
very experienced men who are ready to carry this line exclu- 
sively need apply. Car necessary. File handwritten application 
stating territories covered, present line carried, references, age, 
family status and residence. Enclose recent snapshot. 


Address Box 217, Care BOOT & SHOE RECORDER 
100 East 42nd Street, New York 17, N. Y. 








Executives Attend Department Opening 








Attending a reception before the opening of the Johansen line at the Guild 
House, Boston, are (left to right) Harry Scheft, president of the Harry Scheft 
Company and owner of the Guild House; Harry G. Johansen, president of Johansen 
Bros. Shoe Co.; Paul Mason, president of Compo Shoe Machinery Co.; Harry B. 
Johansen, executive vice-president of Johansen Bros. Shoe Co.; and William Solar, 
first vice-president of Compo Shoe Machinery Co. 
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New Directors Added by 
General Shoe 


NASHVILLE, TENN.—Three new di- 
rectors, Anderson Spickard, J. R. Mc- 
Collum and B. E. Reed, were elected to 
the board of General Shoe Corporation 
at the annual meeting of the stockhold- 
ers held recently in the General Shoe 
Building. Sixteen other directors were 
re-elected. 

Maxey Jarman, chairman of General 
Shoe, presided at the meeting and said 
that present developments “indicate a 
good business year for our company in 
1949.” These observations, he told stock- 
holders, were made in spite of the fact 
that many materials used in shoes con- 
tinue to increase in cost, while labor 
costs have shown no decline. 

The three newly-elected directors 
have had long service with the corpora- 
tion. Mr. Spickard, director of the In- 
dustrial Relations Department, joined 
the company in 1933, after five years 
with the New York Trust Company in 
New York City, to which position he 
had gone after graduating from Van- 
derbilt in 1928 with a B.A. degree. Mr. 
McCollum was elevated to the board of 
directors from his position as vice- 
president of General Retail Corpora- 
tion, a division of the company in 
charge of the 100 company-owned or 
operated retail stores throughout the 
country. In this field of work he has 
had 19 years’ experience. Mr. Reed, 
third of the newly-elected directors, 
was one of the pioneer employes of the 
Jarman Shoe Company, which was 
founded in August, 1924, as parent of 
the present General Shoe Corporation. 





Annual Election Held by 
Midland Shoe Co. 


St. Louis.—Allen H. Lynch was 
elected treasurer and Harold W. Dubin- 
sky named a director of Midland Shoe 
Co., recently, at the annual stockholders 
and directors meeting. The vacancies 
were created by the resignation of 
Adrian W. Morgan, who also had served 
Midland as buyer of popular price shoes. 
The latter vacancy has been filled by 
Larry Beall, who has been with the com- | 
pany for about four years. 

Mr. Lynch was formerly with Brown 
Shoe Co., though he has been office mana- 
ger and comptroller of Midland the last 
four years. Mr. Dubinsky is a partner in 
the real estate firm of Jack Dubinsky and 
Sons. 

Frank S. Rice, president; James H. 
Jones, executive vice-president and sec- 
retary; Edgar L. Dehner, vice-president 
and Robert C. Lundahl vice-president 
were re-elected to their respective offices 
at the meetings as well as to the direc- 
torate while Frank X. Barry and John 
Fox were re-elected to the directorate. 
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| Northwestern 


Lederer Industries 
Levor, G., & Co., Inc.... 


Lyons & Company 


Marks, C. W., Shoe Co. .....---- 


| Miller, O. A., Treeing Mach. Co... 


Woolen Mfg. 


Mishawaka Rubber & 
Co. are 


Morrison Glove, Inc. 


Institute of Foot Sur- 


gery ie we 


O'Brien 


Ohio Leather Company 


Phyllis Shoe Co. ....-s02---cececes 


Pierce, C. S., Co. 


Pollinger, M. D., Co... 


| Popular Price Shoe Show .. 


| Rhinestone 


Potvin, R. J.. Shoe Co. ... 


Creations 


Roger Kent Plastics 


| Royal Metal Mfg. Co. 


Rubin, Irvin 


Sabin, B. 


Scholl Mfg. Co., 


Sebago-Moc Co., 


Selva & Sons, Inc. 


Shoe-Craft, Inc. 


Shoe Form Co. 


Southeastern Shoe Travelers 


Southwestern Shoe Travelers 


Sundial Shoe Company 


Transparent Shade Co. .69 
Trimfoot Company ... 

Typhoon Air Conditioning Co. 

United Last Co. 

United Shoe Mach. Corp......2, 14, 21, 


United States Rubber Co. 
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Vincent Edwards & Company 


Walkover Shoes 


Weil, M. K., 


Oe > 


10, 
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RERERELLELL EL 


NOW YOU CAN 


STOP 


COSTLY FADING 
— without hiding! 








GIVE 

YOUR WINDOWS 
THIS FAMOUS 
COMBINATION — 





“SUN PROTECTION 


plus VISIBILITY” 
— WITH 


TRANSPARENT SHADES 


Never again need you take big losses 
on sun-damaged display merchan- 
dise...nor bother with awnings that 
can’t protect against reflected light, 
or canvas strips that hide your best 
advertising. Just install famous Infra- 
Chem Transparent Shades! This ex- 
clusive “miracle material’ shuts out 
fading ultra-violet rays, yet keeps 
your windows attractively visible all 
day. Many other advantages, too! 
See why over 75,000 merchants now 
cut costs and boost sales the Infra- 
Chem way. Write for facts—TODAY! 
BROCHURE 


SAMPLES 








FREE sam 


YES— Rush me new brochure, generous Infra- 
Chem test samples, and estimate data. All 
without charge. 














WANE POSITION 
STORE NAME 
ADDRESS Ts-239 (458) 


RANSPARENT SHADE CO. 
501 N. Figueroa St., Dept. 164-E 
Los Angeles 12, California 





“ALL IN-STOCK! 


You buy only an opening K 1 @ N | | C 
stock . .. a one month’s IT'S 


supply. Then buy ’em as you 
sell "em weekly from the 


Solicit Ge | for Anariet’s ... America’s No. I 
partment. The Etonic Scien- . 

tific “one package plan” best-fitted men To WN & Co UN TRY 
eliminates all ‘guesswork in 

selecting styles and size 


ranges, assuring you at least ; All-Weather Brogue 


four times annual turnover. 


“ROYAL GUARD” .. They’re “Double Weather-Sealed™ 


Here’s big Spring shoe news by Etonic... they’re the 
warm-weather version of Etonic’s sensational SS BYoyt 5) (ss 
Weather-Sealed’’* winter styles . . . they’re the perfect 
shoes for town-and-country wear . . . made with water- 
proof-vulcanized leather soles and sole seams, and 
cushioning rubber ‘ ‘gasket” midsoles . . . they keep feet 
dry without rubbers:in pring mud, or summer showers 
. |. they combine top Etonic styling with Etonic’s ex- 
clusive plus-7 extra- fitting features for miles more 
comfort ... and they’re backed by America’s largest 
In-Stock range of sizes'and widths! * Pot. Pend. 





Write for Etonic’s Spring Catalogue 
of Many New First-in-Fit Styles 


MAIL THIS COUPON TODAY! . 
Fees esse eeeeeeeseteeseeseeseEeseeseeeeeEeES , 
3 CHARLES A. EATON COMPANY LION 


Brockton 64, Massachusetts 


: Please send me Etonic’s new Sprin ait 
s Caralogue. 


Nationally advertised 
: in Esquire 
: eae MADE IN THE BOOTSHOP OF CHARLES. A. EATON, BROCKTON, MASS. - Fine Bootmakers Since 1876 
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“ALL IN-STOCK! 


stock ... a one month’s IT'S 
supply. Then buy ’em as you . 
for America's --- America’s No. I 


tific “one package plan” best-fitted men To WN & Co UNTRY 
eliminates all ‘guesswork in 
selecting styles and size 


All-Weather Brogue 


‘Xx 
id 


“ROYAL GUARD” .. They're “Double Weather-Sealed”™ 


Here’s big Spring shoe news by Etonic... they're the 
warm-weather version of Etonic’s sensational ** Double 
Weather-Sealed’’* winter styles ... they’re the perfect 
shoes for town-and-country wear ... made with water- 
proof-vulcanized leather soles and sole seams, and 
cushioning rubber ‘‘gasket” midsoles . . . they keep feet 
dry wzthout rubbers in spring mud or summer showers 

. they combine top Etonic styling with Etonic’s ex- 
clusive plus-7 extra-fitting features for miles more 
comfort... and they're backed by America’s largest 
In-Stock range of sizes and widths! “pat: Pend 
eer for Etonic’s Spring oe 

Many New First-in-Fit 


MAIL THIS COUPON TODAY! 
CuHaRLes A. EATON COMPANY 


Brockton 64, Massachusetts 


Piease send me Etonic’s new Spring 
Catalogue. | Hato 


Store 

















by 
$ 
3 


Notionally advertised 


Address Ta) Esquire 
a § MADE IN THE BOOTSHOP OF CHARLES A. EATON, BROCKTON, MASS. - Fine Bootmakers Since 1876 
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i COLONIAL TANNING COMPANY, INC. Boston 11, Massachusetts 





“RIGHT THERE” 


Iyer 


mM Vip 


Strong, healthy, vigorous, he's on the move every minute of 
the day! He's typical of the American youth and a typical 
GERBERICH customer and his parents have learned that there 
is an economy of Quality in buying better GERBERICH'S for 
his active feet. Well fitting lasts, best materials available and 
honest down-to-the-wood shoe making make GERBERICH'S 
hard to beat for busy young feet. 


Offices: New York, Marbridge 
Building, Room 405 @ Los An- 
geles, 219 West 7th Street, Haas 
Fe Building, Room 919 © Philadel- 
phia, Lafayette Building, Room 


1025. 


PAYNE SHOE CO, roo. 
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